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Rough Proofs 


The FTC tells the TNEC that big 
But of 


business isn’t very efficient. 
cou! they’re not talking about 
government business. 
v v v 
employes at a mail-order 
plant are working all the time,” 
explains Modie Spiegel, Jr. Unlike 


retail salespeople, they have to dis- 
cuss the baseball situation on their 
own time. 

v v v 


Western Union builds a beautiful 
psychological story for the use of 
yellow telegraph blanks, and then 
pr ceeds to let the cat out of the 
bag by admitting that the cheapest 
paper they can buy is yellow 
manila. 

v v v 


Coal men are taking the fight to 
gas by selling stoker heating, 
ADVERTISING AGE reports. 
have the problem licked just 
soon some stoker manufacturer 
develops an ash-carry-outer attach- 
ment 


as 


as 


7, ¥ F 


The Twentieth Century Fund says 
many consumers don’t realize 


goods privileges. It’s evident that 
some people still believe in Santa 
Claus. 

"ea g 


“Consumer debts are increasing 
at such a rate that we can’t go on 
without consumer bankruptcy,” 
warns Dr. William T. Foster. And 


They'll | 


the | 
cost of credit, delivery and returned | 


‘Alcoa Switches 
Business Paper 


Copy to Defense 


Continues Schedules 
Despite Temporary 
Product Shortage 


BY RAYMOND G. GIBNEY 
Pittsburgh, March 
of the exigencies of 
defense program, 


12.—Because 
the national 
over-night 


changes in the 1941 advertising and | 


promotional programs, already 
launched by business and industry, 
}are becoming the order of the day. 
|One example of this is the Alumi- 
'num Company of America, whose 
product was one of the first to be 
commandeered for the nation’s de- 
fense by the recent mandatory 
priorities ruling of the OPM. 
However, the temporary altera- 
tions in the originally planned ad- 
| vertising schedule, although appar- 
ently simultaneous, had _ been 
_decided upon before the priorities 
ruling was invoked, ADVERTISING 
AcE is informed by C. C. Conner, 
assistant advertising manager. The 
original program (ADVERTISING AGE, 
Jan. 6, 1941) was charted back in 
November, 1940, and at that time 
seemed to fit the picture from the 
| long-range perspective at which it 
was drawn in view of the complex 
and uncertain national and interna- 


Your Future Is In The Air 


w 
si eahe 
AMERICAN AIRLINES ... 
The air transport industry is on the 
march, undeterred by the occasional 


accident that creates a sensation. This 
full-page American Airlines newspaper 
advertisement followed by a couple of 
days a direct appeal for Southern busi- 
ness by Eastern Air Lines, which did not 
let its recent accident interfere with its 
promotional schedule. 


Wilbur Ruthrauff, 
Agency Founder, 
Dies; 53 Years Old 


New York, March 14. 
of Wilbur Barlow Ruthrauff, 


~The career | 


co- 


Biggest Business 
Not Most Efficient, 
Says TNEC Study 


Size Can't Be Used as 


Measure of Efficiency, 
FTC Asserts 


Washington, D. C., March 13. 
Size is a totally unreliable indica- 
tion of business efficiency, and the 
largest corporations are seldom the 
most efficiently and economically 
run, the Federal Trade Commission 
asserts in an analysis made at the 
request of the Temporary National 
Economic Committee, and released 
by the TNEC this week Mono- 
graph No. 13 

“It has been claimed for many 
years that the concentration of eco- 
nomic power is based upon business 
efficiency and that any attempt to 
arrest even to reduce this con- 
centration would impair efficiency 
and lead to higher costs and higher 
prices,” Dr. Dewey Anderson, ex- 
ecutive secretary of the TNEC, says 
in a statemnt releasing the FTC 
study. “Smaller business has been 
|}generally suspected of being ineffi- 
cient and its destruction by large 
business often regarded as progress 
in efficiency.” 


as 


or 


‘O'Mahoney Urges 
National Charters 


for Big Business 


TNEC Ready to Submit 
Final Report After 3 
Years of Hearings 


Washington, D. C., March 11.—A 
‘four-point plan to maintain and 
strengthefi free enterprise in busi- 
ness was proposed here today by 
Sen. Joseph C. O'Mahoney, chair- 
man of the Temporary National 
Economic Committee, as TNEC 
completed two years and = nine 
months of public hearings. 

The O'Mahoney proposals, which 
were read by a subordinate because 
of the chairman's illness, are ex- 
pected to have an important effect 
upon the final report to be prepared 
and submitted to Congress by a 
four-man sub-committee by April 3. 

Members of the sub-committee are 
Sen. O’Mahoney, Wyoming Demo- 
crat; Rep. B. Carroll Reece, Ten- 
nessee Republican; Commissioner 
Sumner T. Pike, of the Securities 
and Exchange Commission; and 
| Joseph J. O’Connell, assistant gen- 
}eral counsel of the Treasury Depart- 
/ment. 


| 


Asks National Corporations 


To throw light on the question, 
the FTC was asked to make an The O'Mahoney recommendations 
janalysis, based on two broad tests: | called for: 

(1) cost of production; (2) rate of 1. National charters for national 
return on invested capital. The | corporations, in order that these 
| FTC studied companies in 18 indus- | agencies may have a definite and a 
tries, those under scrutiny reported | free place in our economy and local 
as representing about one-fourth of 


tional situation. 


Started Using Defense Box 
Since that time, a lot of water has 
gone over the dam. The outstand- 
ing feature of the original campaign, 
dubbed “insurance advertising” by 
company officials, was the appear- 


founder and_ vice-president and 
treasurer of Ruthrauff & Ryan, who 
died early yesterday at his winter 
home in Camden, S. C., paralleled 
the of advertising’s greatest 
growth. In 1912, at the age of 25, 
shortly after graduating from Shef- 


the least worried individual in the 
whole picture continues to be the 
consumer. 
v v v 
“Don't take the initiative in the 
cheek-to-cheek stuff,’ Pond’s warns 
man-hunters. 


era 
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minded waitress to 
after only one request. 


serve 


> | 


Gladys the beautiful receptionist 


Says she sees that Bob Burns has 
had to join the musicians’ union, | 
out she always thought his bazooka 


qualified him to belong to the Lions’ 
Club 

an en 
Listerine is merely building sym- 
athy for the martyr who is now 
Uupposed not only to be suffering 
‘Tom alitosis but to be capable of 
offend ig her friends in double-o 
lashio 

’ ’ v 
Sout), in Campbell Soup's bridge 
fame, holds her spade next the 
Clubs nd the diamond alongside 
"e heart tenace, proving that she 
may be an expert on soup but 
“Ould be in it at contract. 

v v v 
‘Vacation in Dairyland” is the 
wey ympromise agreed on for 
~scon n license tags. With a little 
“fe room they could add, “Or, visit 
lakes for your milk shakes.” 


Copy Cus. 


coffee | 


ally favorable but the company felt 
that the explanation was too mea- 


ger, not only for its peacetime 
customers but for the public at 
large. So it has decided to amplify 


and clarify its position in respect to 
the relation between aluminum and 
national defense by telling in detail, 
in its business paper advertising, 
just what is being done to speed up 
production and increase capacity to 


the point where there will be 
enough aluminum for all. This is 
not done as a matter of necessity, 


but as a part of a sound and far- 
sighted business and public rela- 
tions policy 
Principal changes are in the mes- 
sages of the Aluminum Company 
(Continued on Page 37) 
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Ad-libbing 12 
Basic Business Index 36 
Business Digest 31 
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Getting Personal 33 
Information for Advertisers 12 
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Obituaries . 37 
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Rough Proofs I 
| Voice of the Advertiser 18 


young agency team learned in short|Of particular significance is the fact 


order that mail orde 
dividends. 


(Continued on Page 38) 


copy 
pay 


must |}that in these cost tests 


, on the aver- 
age, over one-third of the companies 
(Continued on Page 38) 


Last Minute News Flashes 
Spot Radio to Feature Studebaker Spring Drive 


South Bend, Ind., March 14.—K. B. Elliott, vice-president in charge 
of sales, announced today that spot programs on 105 stations, beginning 
March 17, will play a major role in spring promotion for Studebaker 
Corporation. Richard Himber’s orchestra and guest stars will be used 
in 15-minute spots on two-thirds of the stations, the others carrying local 


news commentato! 
cago, is the agency 


programs 


Roche, 


Williams and Cunnyngham, Chi- 


“Flower Garden” Offer Repeated by Standard Brands 


New York, March 
plete flower garden” 


14. 


Standard Brands will repeat last year’s “com- 
offer in behalf of Royal Desserts during April and 


May, with copy appearing in The American Weekly and This Week be- 


ginning March 30, and announcement 


The 


Love 
front 


a Mystery.” 


seeds are offered for 
Sherman K. Ellis is the agency 


on “One Man’s Family” and “I 
10 cents and a Royal box 


Eureka Vacuum Cleaner to Geyer, Cornell & Newell 


Detroit, March 14 


sales drive are now being laid 


Geyer, Cornell & Newell was today named agency 
for Eureka Vacuum Cleaner Company, Detroit 


Plans for the summer 


O'Neill Ryan Leaves Blackett-Sample-Hummert 


Chicago, March 14.- 
vice-president of 
about April 1. 


as 


O'Neill Ryan, Jr., today announced his resignation 
Blackett-Sample-Hummert, 
His future plans will be announced shortly 


Inc., effective on or 


on diverse phases of this central 
problem might concentrate public 


| thought and action on the objectives 


jon which there is general agree- 
ment instead of, as now, on the 
objectives concerning which there 


is only misunderstanding, suspicion 
and disagreement. 

Sen. O'Mahoney dwelt at consid- 
erable length in his statement on 
the great concentration of wealth in 
|this country. He pointed out, for 
example, that both the Metropolitan 


Life Insurance Company and _ the 
American Telephone and Telegraph 
|Company are richer than any one 
of 38 states 


He quoted Treasury Department 
statistics to show that the 394 larg- 
est corporations, although consti- 
tuting less than one-tenth of 1 per 
cent of all corporations reporting 
to the Treasury, own almost 45 per 
cent of the nation’s corporate assets. 


Monopolies Attacked 


Sen. O’Mahoney’s first recommen- 
dation, for national charters, 
termed “the first and most neces- 
sary step.” Adoption of such a 
plan, he said, would make unneces- 
sary the creation of new govern- 


was 


ment boards and commissions, be- 
cause 


it could be used to define so 
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ADVERTISING AGE 


March 17, 194) 


clearly the responsibilities and 
duties of all national corporations 
that discretionary legislation would 
not be required. 

“The maintenance of free private 
enterprise,” he said, “demands first 
of all that small enterprise should 
be effectively protected against 
attack by what we call monopoly. 
The big company which crushes its 
small competitor by underselling 
commits the unforgivable economic 
sin. That is not competition. That 
is economic war. 

“The national oil company, for 
example, which enters a little com- 
munity and builds a filling station 
across the street from an indepen- 
dent dealer, and, by selling at a 
loss, forces him to sell out or sus- 
pend, destroys the very basis of a 
free economy.” 


Coffee Bureau to Expand 


Iced Coffee Promotion 

New York, March 14. — Pan- 
American Coffee Bureau will ex- 
pand its iced coffee promotion 
schedule this summer, starting with 
Iced Coffee Week, June 22-29. Out- 
door posters will appear in 1,800 
locations, covering several markets 
not previously included. Individual 
roasters will tie up with their own 
advertising. Arthur Kudner, Inc., 
is the agency. 


Gordon Named Director 

Chicago, March 14.—John Gor- 
don, for the past year Chicago man- 
ager for Tom Fizdale, Inc., and 
previously in the radio department 
of Ruthrauff & Ryan, New York, has 
been named radio director of Need- 
ham, Louis & Brorby 


Enamelers to Convene 

The Porcelain Enamel Institute 
will hold its tenth annual meeting 
at French Lick Springs Hotel, 
French Lick, Ind., April 17-18. 


Ellis Plan to Meet 


The national council of Ellis Plan 
Associates will meet at the Palmer 
House, Chicago, May 28-June 1 
The organization promotes scientific 
management. 


Lehman Takes On 
Supervision of 
Research Effort 


New York, March 12.—Manage- 
ment of two of advertising’s major 
research organizations was central- 
ized here today when A. W. Leh- 
man, manager, Cooperative Analy- 
sis of Broadcast- 
ing, was also 
placed in charge 
of the Advertis- 
ing Research 
Founda - 
tion’s headquar- 
ters. The two 
activities are 
sponsored jointly 
by the Associa- 
tion of National 
|Advertisers and 
lthe American 
| Association of 
iA@vertis-« 
|ing Agencies. 


A. W. Lehman 


Clintock, who has directed’ the 
|Foundation’s activities since its 
inception five years ago. Dr. Mc- 


Clintock continues as director of 
the Traffic Audit Bureau. 


The Foundation’s largest current | 


project is the continuing study of 
|newspaper readership, conducted in 
cooperation with the Bureau of Ad- 


vertising of the American News- 
;paper Publishers Association. To 
date 36 surveys have been made, 


of which 32 have been published. 
In the preliminary stages is a con- 
tinuing study of business 


Associated Business Papers. Field 
work for this study is being handled 
by Daniel Starch. Three other 
projects are also on the Founda- 
tion’s schedule. 


Expand Quarters 

In previous years the Foundation 
issued a study of window display 
circulation measurement and an 
analysis of copy testing methods. 

Under Mr. Lehman's direction the 
CAB and the Foundation will 
occupy expanded quarters at the 


Mr. Lehman succeeds Miller Mc- | 


paper | 
readership, in conjunction with the 


same address, 330 W. 42nd street, 


New York. 


CAN MANUFACTURERS TO 
INSTITUTE RESEARCH 

New York, March 13.—An inten- 
sive research program that may 
have important marketing implica- 
tions will be undertaken by the Can 
Manufacturers Institute, ApverTis- 
inc Ace learned today. The project 
will include in its scope problems 
|posed by restrictions on tin sup- 
plies as well as the use of competing 
materials, such as plastics, for pack- 
aging purposes. 


A newly formed research division | 


will be headed by Miller McClin- 


tock, executive officer of the Traffic | 


Audit Bureau. Other members of 
ithe staff will include Mary Pent- 
land, former Portland, 
agency head and more recently 
| assistant to the publisher of Parents’ 
| Magazine. Headquarters of the divi- 
| sion will be at 60 E. 42nd street, 
New York. 

| Heading the administrative com- 
mittee in charge of the research 
project is D. M. Heekin, president, 
|Heekin Can Company, Cincinnati. 
|Other members are A. A. Morse, 
American Can Company; J. F. Hart- 
lieb, Continental Can Company; 
L. F. Gieb, Crown Can Company; 
|G. A. Milton, Milton Can Company; 
H. K. Taylor, Geo. D. Ellis & Sons; 
and H. F. White, vice-president, 


(Ore.), | 


Can Manufacturers Institute, Wash- | 


, ington. 

It is understood that leading tin- 
plate interests will participate in 
financing the program. 


Florida Takes Space 

Florida products, 
state’s vaunted fresh fruits, will 
have valuable exhibition space in 
Atlantic City this summer, at the 
entrance to the famed Steel Pier. 
Florida has already been allotted 
space on the Heinz Pier. 


including the 


Joins Ward Wheelock 

E. C. Dieckerhoff, formerly in 
the new products department of 
Vick Chemical Company, New York, 
has ioined Ward Wheelock Com- 
pany, Philadelphia. 


in 


JOHN BLAIR & COMPANY 


announces the election of 


GALE BLOCKI, Jr. 
as Vice President 


Mr. Blocki will continue to direct account-contact 


the Chicago office 


THE VALUE 
OF INFORMATION 
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NEW YORK 
341 Madison Ave 
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Douglas 3188 


HOW MARGARINE MAKERS ATTACK MARKET 


ee 
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MARGARING 


Typical pieces of copy in current campaigns for Durkee’s oleomargarine, Parka, 


and Good Luck. 
widespread than it has 


Merchandising 
Oleomargarine 
Tests Ingenuity 


Federal, State Hurdles 
in Path; Some Signs of 
Relief in Sight 


By FRANK HICKS 


Chicago, March 12.—Merchandis- 
ing oleomargarine is tantamount to 
driving one of those 12-horse teams 
you see in circuses except that the 
oleomargarine team is more likely 
to consist of at least two score 
equines, all of them with minds of 
their own and only half broke to 
harness. You can readily see why 
the man handling the reins in this 
sort of enterprise not only must 
know all the answers to merchan- 
dising technique but must also be 


Generally speaking, margarine copy is now larger and more 


been for several years. 


from 5 to 15 cents a pound. Six- 


|teen states now require manufac- 
| turers, wholesalers, retailers, restay- 


|which cost anywhere 


rants, hotels and boarding houses 
making, vending or serving olco- 
margarine to operate under licenses 
from $1 to 


'$1,000. The color, labeling, packag.- 


surprisingly agile because he’s con-? 


stantly meeting new situations that 


require quick and accurate solu- 
tions. 
If the oleomargarine merchan- 


diser is getting more than his share 
of gray hairs promoting his product 
a major reason is the fact that his 
product is a direct competitor with 
butter and the interests who pro- 
duce butter are mighty potent. The 
oleomargarine industry knows this 
is so because of the obstacles set in 
its path in state after state. All of 
which makes the current sales and 
advertising “revival” of the indus- 


try more than ordinarily interest- 
ing. 
You'll notice that whereas oleo- 


margarine makers like to refer to 
their product as margarine, with a 
hard g, their packages always call 
it oleomargarine. Webster's New 
International Dictionary tells part 
of the story with its definition of 
oleomargarine (soft g) as follows: 
A Real Definition 

“In the United States, by a law 
approved July 10, 1930, and effec- 
tive July 10, 1931, the term 
margarine is extended to, with cer- 


oleo- 


tain exceptions, ‘all lard extracts 
and tallow extracts; and all mix- 
tures and compounds of tallow, 
beef fat, suet, lard, lard oil, fish 
oil or fish fat, vegetable oil, an- 
natto, and other coloring matter, 
intestinal fat and offal fat:—if (1) 


made in imitation or semblance of 
butter, or (2) calculated to be sold 
as butter or for butter, or (3) 
churned, emulsified, or mixed in 
cream, milk, water, or other liquid, 
and containing moisture in excess 
of 1 per centum or common salt.” 

Both federal and state authorities 
make the path of the margarine 
makers difficult with various taxes 
and regulations. “Every state ex- 
cept Arizona has some kind of oleo- 
margarine legislation,” according to 
a United States Department of 
Agriculture bulletin issued in Jan- 
uary, 1939. “In some states regu- 
lations are so moderate as to have 


little effect, whereas in others taxes 
are practically prohibitive.” 
There are nine states taxing un- 


colored anywhere 


oleomargarine 


ing, sale and use of oleomargarine 
are regulated and in about half the 
states the use of oleomargarine is 
prohibited in state institutions 
About two-thirds of the states pro- 
hibit the sale of yellow oleomar- 
garine. 


Laws Are Stringent 


Just as a sample of the sort of 
laws hampering distribution of 
oleomargarine the government re- 
port notes that “Arkansas and Mis- 
souri require that hotels and restau- 
rants serving oleomargarine shall 
label the containing dishes and 
many states require the posting of 
conspicuous signs stating that oleo- 
margarine is served.” 

The Bureau of Internal Revenue, 
by authority of the oleomargarine 
act of 1886, requires that “every 
package of oleomargarine must be 
marked with the word ‘oleomar- 
garine’ in letters three-quarters of 
an inch high.” The federal govern- 
ment demands a $6 a year fee from 
every food merchant who would 
sell oleomargarine. 

The government report finds “pro- 
nounced reduction in the number of 
retail dealers in a state after the 
state has imposed taxes.” If there 
is a trend in tax alleviation fo 
margarine it has not made itself ap- 
parent to any great degree as yet 
Tennessee has just repealed its 10 
cents a pound tax on the product 
but the tax has been transferred to 
wholesalers and others in 
way as to grant scarcely any relic! 
Nontheless there is a drive on to 
stimulate margarine sales in the 
state with prices as low as I!1!'2 
cents a pound. 


suc! da 


Grocers Ask Repeal 


The National Association of Re- 
tail Grocers is sponsoring bills just 
introduced in Congress to repe 

(Continued on Page 34) 


YOU CAN 
ACTUALLY 
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ADVERTISING AGE 


Joe Louis never ran the advertisement 
shown above...and probably never will. 
if he had, you wouldn't have applied for 
the job, would you? 


As a matter of fact, there is such a 
thing as being too good. Joe Louis and 
other topnotchers have experienced it. 
It’s lonely up there. 

» » » 


Without undue egotism, The American Weekly has expe- 
rienced this feeling. Although it carried $6,000,000 worth 
of advertising in 1940—the pages of this magazine should 
have been more crowded. 


Why weren't they? Because a good many important na- 
tional advertisers have fallen into the strange habit of 
regarding The American Weekly as a force too potent for 
their daily needs. They use a color page in The American 
Weekly when they want to move mountains—to distribute 
coupons in greater numbers and at a lower cost; to put on 
a sales drive that will have every man on his toes; to open 
a thousand new outlets; to put window displays in thou- 
sands of stores. 


That is one kind of job that The American Weekly can 
do and has done so repeatedly that it has become the 
traditional “powerhouse” of American advertising. 


And in this very fact is the strongest proof that The 
American Weekly is best equipped for the regular, 52- 
weeks-a-year job—the strongest proof that The Weekly 
should be commissioned to keep the national advertiser 


on friendly terms with more than 7,000,000 homes, THE 
BIGGEST SINGLE MARKET IN THE WORLD. 


To illustrate the point, a woman in Newport, North Carolina, 
wrote a letter to the Editor of the Housewife's Food Almanack, a 
feature which appears regularly on the second from last page 
of each issue of The American Weekly—far ‘back in the book." 
Her letter was printed in tiny type near the bottom of the col- 
umn on the next page. She asked: 


“Does any Almanacker have a recipe for real old-fashioned 
sticky cinnamon buns, the kind they used to make in Philadelphia?" 


Over 400 women, of the thousands who read that little ap- 
peal, went to the trouble of writing and sending in their recipes. 
Isn't this little incident a tip-off on the human relationship 
of The American Weekly and its readers—the key not 
only to the formidable strength of a color-page smash, but 
to the equal effectiveness of smaller black-and-white ad- 
vertisements, for those advertisers who have learned to 

use them week by week? 


It surely is enough, for the majority of advertising ap- 


propriations, to reach more than 7,000,000 homes. There's 
no question about that. Entering these millions of homes 
through The American Weekly, week after week and 
month after month, is sure to bring results. 


The American Weekly contends that most advertising 
appropriations go too many places and try to do too many 
things; that the modern “scientific” conception of an 
“adequate” advertising schedule is simply mental indiges- 
tion— brought on by overdoses of statistics; that the basic 
principle of consecutive blows on a single market of suffi- 
cient size and buying power will produce a greater sales 


volume. 
» » » 


This subject should be interesting enough for a frank dis- 
cussion. The American Weekly would like to talk about 
it with any national advertiser in America who realizes 


that these are days when it is necessary to risk being unusual. 
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Siovens Renamed 
Traffic Audit 
Bureau President 


New York, March 12.—Henry M. 
Stevens, vice-president of J. Wal- 
ter Thompson Company, was this 
week re-elected president of the 
Traffic Audit Bureau. Other offi- 
cers re-elected were: vice-president, 
Albert Brown, advertising manager, 
Best Foods; secretary - treasurer, 
Kerwin H. Fulton, president, Out- 
door Advertising, Inc. A new mem- 
ber, John V. Tarleton, vice-presi- 
dent of J. Stirling Getchell, repre- 
senting the American Association of 
Advertising Agencies, was added to 
the board. 


ADVERTISING AGE 


As a result of recent revisions in | Ask Liquor Price 


the by-laws, representatives of re- 
lated Canadian associations have 
been appointed to the board. These 
Charles R. Vint, president of 
the Association of Canadian Adver- 
tisers; E. W. Reynolds, president of 
the Canadian Association of Adver- 
tising Agencies; and H. V. Gould, 
president of the Poster Advertising 
Association of Canada. 

The board has approved the pub- 
lication of an “Index of Audited 
Poster Advertising Plants,” which 
at the present time nttber approx- 
imately 10,000 throughout the 
United States and Canada. The 
current audit schedule is designed 
to complete the audit of all plants 
in the United States and Canada by 


are 


ithe end of the present year. 


Registration Bill 

Similar bills aimed at stabilizing 
the liquor business in Wisconsin 
have been introduced in the state 
assembly and senate. 

The bills would require liquor and 
wine wholesalers and distributors 
to register retail selling prices with 
the beverage tax division. Any re- 
duction from’ established prices 
would be illegal, and 30 days’ notice 
would be necessary before prices 
could be changed. 


“Liberty” Ups Morton 

Robin Morton, member of the 
Liberty sales staff, has been ap- 
pointed Eastern advertising man- 
ager. He succeeds Richard A. 
Feldon; who is now advertising 


| manager. 


Advertising 1 ypographers Association 


sad Baers Drxie 


in Typography 


<+— 


pr rEVER the origin of the phrase 
‘a baker's dozen’’—it has come 


to stand for generosity, the friendly desire 
to give more than was asked for. , , other 
wise, thirteen for twelve. 

In all their relations with clients, 
members of the Advertising Typographers 
Association of America believe thoroughly 
in the doctrine of “the baker’s dozen.” 
To be sure, the plus service is not always 
tangible, like the extra doughnut; but 
ATA’s wish to go further than is required 
in serving its customers is being demon 
strated daily in many ways. 

A member of ATA has a real personal 
interest in every job it tackles. He wants 
that job to be as nearly perfect as possible. 
If you will take advantage of the typog 
rapher’s extensive knowledge of layout 
and production problems, you will benefit 
richly—and at no extra cost. 

If you wish, the ATA member will rec 
ommend new ways of meeting a typo 
graphical situation. The ATA member 
will gladly develop with you your type 
needs to the point of better satisfaction 
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NEW YORK CITY 


on your part, and a smoother-working, 
result-producing campaign, The ATA 
member will plan with you the physical 
aspects of new advertising. Accorded co- 
operation, he will save you expense on Ais 
work. In short, the ATA member is always 
anxious to find new ways to help YOU. 
And you needn't worry—this helpfulness 
does not appear in the invoice. 

In case you would like to know how 
genuinely helpful an ATA member can be 
in planning an advertising campaign or 
anything else connected with typography 
or printing, just use your telephone. The 
representative who will call also believes 
in “the baker’s dozen.” You'll find his 
suggestions very helpful 
attached. 


and no strings 


a ale a a a a a a a a ci en i ee i 


Against this backlog of real personal interest, every 
ATA member pledges Highest Quality, Intelligent 
Serwice, Expert Craftsmanship, a Strict Code of Ethics, 
Complete Facilities, Sound Business Dealing, Good Taste, 
Uniform Practices, Greatest Choice of Type Faces, Type 
Neraice for AN Advertising Purposes, and Lowest Pra 
al ( 


worth vour patronage. 


rs. A company that will live up to such a creed 
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FIC Cracks Down 
on Price Copy of 
General Motors 


| Washington, D. C., March 14.— 
| Citing a long list of advertising 
|misrepresentations between 1934 
and 1939, the Federal Trade Com- 
mission today ordered General Mo- 
tors Corporation to cease misleading 
the public on the prices of its cars. 
The order directs the manufacturer 


|vertisement promoting retail sales, | 


any price other than the true re- 


sale of the car.” 

Car prices mentioned in advertis- 
ing, the Commission ruled, are “to 
include all charges for any equip- 
ment or accessories illustrated or 
described in the advertisement or 
necessary for the operation of the 
car, or customarily included as 
standard equipment.” 

The order prohibits General Mo- 


unless all taxes are either quoted or 


|copy clearly states that the figure 


given is subject to additional 
charges, and from illustrating one 
ear with a price tag which actually 
refers to some other car mentioned 
-lsewhere in copy. 

The FTC charged that General 
Motors advertised a completely- 
equipped Oldsmobile in 1936, with 
the unqualified price of $675. 
car pictured was priced at $901.50 
at the plant, it was claimed, due to 


a list price of $820 and extra 
amounts for accessories, handling 


charges, taxes and transportation. 
Claims Copy Misleading 


Another section of the order 
reads: “A widely published adver- 
tisement of an Oldsmobile appear- 
ng in 1939 featured the price of 
3777 in large figures adjacent to the 
illustration accompanied by the 


was connected with 


to “desist from representing as the | 
price of any automobile in any ad-| 


tors from advertising retail prices | 


| tors, 
|have little or no effect on cw 


tail price at the place designated for | 


The | 


March 17, 


print legend which advised that ; 
was the ‘delivered price at La: 
Michigan.’ However, the car 
trated was not sold at Lansing; 
$777 but for $889, the actual se}|ing 
price having been shown in 
fine print inconspicuously placed 
low the rear wheel of the car 
tured.” 

Inasmuch as the practices cite 
in the complaint cover the year 
1934 to 1939, and apparently have 
not since been used by General 
today’s citation is likely 


_ 


automotive advertising. 


Name 1941 AFA 


Awards Committee 


Robert A. Willier, 1939-40 c} 
man of the public relations 
educational committee of the 
vertising Club of St. Louis, has b 
named chairman of the Adverti 
Federation of America’s commit 
on awards for club achievemen: 

Other members of the commit: « 
are Mabel G. Flanley, Advertisi», 
Women of New York, Inc.; Jan 
M. Grady, Fourth District, AF \, 
Jacksonville, Fla.; William H. Ki)- 


= 


Ja 


sall, Peoria, Ill., Advertising ad 
Selling Club; Gordon Schonfart 

Town Criers of Rhode Island, Pro - 
idence; L. L. Swartzkopf, San An- 
tonio, Tex., Advertising Club; aid 


C. Reid Webber, Advertising Cli) 
of Grand Rapids, Mich. 


List New Liquor Prices 


The Michigan liquor control co: 
mission’s new price list, effect 
April 1, carries prices which are 
generally the same as those of t 
expiring list, but discloses a trend 
toward 80-proof whiskies 
liquors bottled in fifths of a g 
lon—both features attributed to 1 
national defense program and | 
desire to avoid price increases ; 
ticipated shortly when a new five- 
cent a gallon defense tax is imposed 


Takes Over New Duties 


H. A. Haworth has been a) 
pointed to new duties in the r 
search and promotion department 
of McGraw-Hill Publishing Com 
pany, New York, after serving as 
promotion manager of Engineering 
News-Record and Construction 


words ‘and up’ in smaller lettering. | Wethods. Charles Wilkinson, assist- 
By means of an asterisk, this pricé | ant promotion manager of Business 
another fine! Week, succeeds Mr. Haworth. 


AKRON 


CONTINUES ITS 


AUTOMOBILE 
BUYING SPREE 


use the 


During the year 1940 total new passenger car 
sales in the United States showed an increase 
of 27.2°/, over 1939. Akron was far ahead of 
this figure with an increase of 40.5%/,. 


The National figure for January 1941 shows 
a gain of 26.6°/, compared with Akron's gain 
of 44.3°%,. While no National comparison is 
available for February 1941 Akron had a gain 
of 47.5°/, over February 1940. 


Akron's gains are even more impressive when 
you consider that January 1940 was 62.6%, 
ahead of the same month in 1939 and Feb- 
ruary's 1940 gain was 58.8%. 


This is just another reason why we say Akron 
is an alert, free-spending Market ready to 
respond to your sales messages. For complete 


coverage of this rich Market at one low cost, 


AKRON BEACON JOURNA. 


Represented by STORY, BROOKS & FINLEY 


New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlante 
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I.) FREE wc 


F nds guesewerh ow ws ashelesy 


Cleve 4tcmy a! the 
NATIONAL HOME 
LAUNDRY CLINIC 


Open neu at Lavy Dealer 


© last te ge 


paren at 
srieacatoe 


BUY THE GES1 end stit 
Gt) THE GEST BUY 


WAERAEAS HOST COMPLETE CONT OF HOM LAUNDRY CQUIPmENT 


penes mom $49.95 of 


A new merchandising approach devel- 

oped by Easy Washing Machine Cor- 

poration for use in a seller's market is 

exemplified by this quarter-page to ap- 

peer in the April issue of Ladies’ Home 
Journal. 


Defense Seen as 
‘Workman's Boom’ 
by Manufacturer 


Easy Washing Machine 
Strengthens Merchan- 
dising Fences 


New York, March 12.—Designat- 
ing the rapidly expanding national 
income as a “workingman’s boom,” 
J. J. Nance, vice-president in charge 
of sales of Easy Washing Machine 
Corporation, today urged advertis- 
ers to analyze their copy appeals 
and media selections in the light 
of new market conditions. 

In a discussion of current selling 
problems before the Sales Execu- 
tives Club here, Mr. Nance pointed | 
out that approximately 3,500,000 | 
families, formerly living on a bare | 

ubsistence basis, have already 

| into the $1,500-$2,000 income 
classification as a result of defense | 
spending. All indications give prom- 
ise of a 1941 national income of 
83 billions, a gain of 9 billions over 
1940, he said. 

As an example of the new mar- 
kets that have sprung up virtually 
over night, Mr. Nance cited Charles- 
town, Ind., until recently a hamlet 
of 250 people, which was _ trans- 
formed into a bustling city of 12,000 
within 90 days. His own company’s 
experience points to the fact that 
the best new market opportunities 
are in small town and farm dis- 
tricts, he declared. 


Uses Research 


To keep abreast of the rapidly- 


changing market for consumer 
goods, Easy has instituted an inten- 
sive research program which in- 


volves not only the ferreting out of 
hew sales opportunities but which 
designed to improve the 
setup. Undesirable dealers 
are being replaced by quality out- 
lets, an operation which was not 
je during the years that pre- 
ceded the current market, 
ne id. 


With 


iS Iso 


de; r 


seller’s 


uninterrupted production 
eliveries a far more pertinent 
m at present than actual sell- 
ig, marketing executives have an 
Pp rtunity to mend their “mer- 

ising fences” as_ insurance 
‘Salst the inevitable recession that 


a 
_— 


Come In, says the Mother 


- to our Cradle Car Nurse. so | 
in walks YOUR product .. . to 
re-eive a hearty reception! For we 
ch the mother in a most recep- 

mood. Here. indeed, is a 
hivh-class sampling campaign. 
Every month 2250 new mothers are 
Co-'acted for you. Just what your 
Proauct needs. Think it over! 


" 
J wv ‘hadle Cr Serie. Sne 


STN. ogshighway | 


will follow the 
Nance declared. 

Among the “fence-fixing” factors 
he listed improvement of the dealer 
organization, careful analysis of 
advertising copy themes, elimina- 
tion of price appeals in favor of a 
quality story and improvement in 
product styling. 

Easy Washing Machine has 
launched an innovation in the home 
appliance field with its nationwide 
laundry clinic promotion, Mr. Nance 


emergency, Mr. 


said. About 1,800 local clinics have 
been established in an effort to 
educate housewives on the com- 
plexities of washing clothes. In- 
cluded in this project is material 
dealing with fabric testing, color 
fastness and shrinkage. An auto- 


matic “washing guide” was devised 


ADVERTISING AGE 


which, by the turn of a_ wheel, 
offered women the “solution to 35 
washday problems.” 


Magazines Tell Story 

The laundry clinic idea was 
announced to consumers last month 
through pages in Good Housekeep- 
ing, Ladies’ Home Journal and The 
Saturday Evening Post. In addi- 
tion, a tieup was arranged with 
Procter & Gamble whereby mention 
was made of the Easy clinics in 
Oxydol copy in 131 newspapers and 
in commercials on daytime serials 
sponsored by P&G over 182 stations. 

During the past five months Easy 
has enjoyed substantial 
creases, with volume up 


sales in- 
from 20 
to 60 per cent over the comparable 
months of the preceding year. The 


peak was attained in February. 
Batten, Barton, Durstine & Osborn 
is the agency. 


Contracts to Riordan 

Accounts recently acquired by the 
John H. Riordan Company, Los An- 
geles, include Security Valve Cor- 
poration, Los Angeles, manufacturer 
of automatic shut-off valves; Aero 
Publishers, Inc., Glendale, publish- 
ers of aviation books; Hardman 
Aircraft Products, Inc., maker of 
aircraft parts; and Kenstan Products 
Company, manufacturer of Kenstan 
castor oil squares, 


Strausberg to Schwimmer 

Jack Strausberg, previously in the 
free lance field, has joined the art 
department of Schwimmer & Scott, 
Chicago agency. 


Complete Pasadena Test 

“From a Whisper to a Roar” was 
the claim for an eight-week test 
campaign boosting distribution of 
Wheat Nuts, product of the Wheat 
Nut Distributing Company, Los An- 


geles, in the Pasadena Star-News 
and Post. The drive started with 


half-pages in color and free Mickey 
Mouse balloons were offered chil- 
dren during the first three weeks. 
According to the manufacturer, 85 
per cent distribution was achieved. 
The Associated Advertising Agency, 
Inc., Los Angeles, handled the copy. 


Plans Campaign 

Producers Distributing Agency, 
New York, is planning a consumer 
campaign for Rockingham smoked 
chickens. Jasper, Lynch & Fishel, 
New York, handles the account. 


THE GOODWILL STATION 


 WGAR 


THE FRIENDLY STATION 


BASIC STATIONS - - - COLUMBIA BROADCASTING SYSTEM - ~~ G. A. RICHARDS, PRES. -- - EDWARD PETRY & CO. INC., NATIONAL 


Two fighting fists battered the way to 
fortune for Heavyweight Champion 
Joe Louis. * Two radio stations with 
powerful sales impact are crashing 
through with championship perform- 
ance, winning greater sales for adver- 
tisers in the “Golden Horseshoe”, 


one of America’s richest markets. 


REPRESENTATIVE 


A GREAT PAIR] 
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New Programs and 
Shifts Mark Week 
in Broadcasting 


New York, March 12.—American 
Can Company will launch a new 
program, “The Amazing Mr. Smith,” 
in behalf of its Keglined beer cans 
April 7. The comedy-mystery series 
will be aired Monday from 8 to 8:30 
p. m. over 77 stations of the Mutual 
Broadcasting System. Young & 
Rubicam is the agency. 


New Show for Cigaret 


Philip Morris & Co. will substi- 
tute a new series, “Great Moments 
from Great Plays,” for “Johnny 
Presents,” currently broadcast over 
90 stations of the Columbia Broad- 
casting System, beginning March 


21. The new program, featuring 
condensed versions of famous dra- 
mas, will be heard over the same 


number of stations at the same time, 
Friday from 9 to 9:30 p. m. Ray 
Block and his orchestra, a feature of 
the current series, will continue on 
the new program. “Johnny Pre- 
sents” will continue to be heard on 
the Red network of the National 
Broadcasting Company. Biow Com- 
pany is the agency. 
New Pepsi-Cola Program 
Pepsi-Cola Company will intro- 
duce “The Nickel Man,” a new 
series featuring a jingle contest, be- 
binning April 28. For each jingle 
accepted and used on the program, 
to be aired daily from 9:55 to 10 
p. m., 135 NBC Blue stations, 
the will pay $10. Newell- 
Emmett Company is the agency. 


over 
sponsot 


Carter Shifts Time 

Carter Products, Inec., has re- 
newed “Inner Sanctum Mystery,” 
for Carter’s Little Liver pills, and 
has shifted the program from. its 
Tuesday night spot to Sunday night 
Formerly aired from 9:35 to 10 
p. m., the program will 
a full half how 
p. m., over 62 
Blue network. 
the agency 


take o\ 

beginning at 8:30 
stations of the NB“ 
Street & Finney is 


General Mills in Shuffle 


March 24, General 
, Will reshuffle the time ot 


Beginning 
Mills, Ine 


three programs in its Gold Medal 
Hour, aired on the NBC Red net- 
work, and substitute a new one, 


“Mystery Man,” for “Betty Crocke: 
The new setup for the daily 15-min- 


ute serials will be “Light of the 
World” for Gold Medal flour, 2 
p. m.; “Mystery Man” for Wheaties, 
2:15 p. m.; “Valiant Lady” for Bis- 
quick, 2:30 p. m.: and “Arnold 
Grimm's Daughter” for Kix, 2:45 
p. m. Blackett-Sample-Hummert is 
the agency 


Food Programs Shifted 
Foods 


“Home of 


General 
shift 


will 
Brave,” for 


Corporation 
the 


(Advertise ment) 


Radio's Moving Day 

Finds Blue Network Ready 
Radio’s “Moving Day” is March 

29 at 3 a.m. At that hour all but 


88 of the nation’s 883 radio stations 
will move to new frequencies allo- 


cated to them as a result of the 
Havana Treaty. 
To acquaint their listeners with 


what this change will mean to them 
in improved reception, and in locat- 


ing their favorite stations—the 101 
stations of the Blue Network have 


completed plans fer the greatest job 
of public relations in Blue history 

A check of Blue stations shows 
that 12 of them remain in their 
present channels. The 89 Blue sta- 


tions which will move, have in 
many cases already swung into 
their “Moving Day” campaigns 
Their chief medium will of course 
be radio; with special programs 
and talks by station engineers 


scheduled, and spot announcements 
already taking the message of the 
change-over to their listeners. Other 
mediums to be used will include 
newspapers, car and bus cards, out- 
door panels, window displays, direct 
mail and extensive co-operation 
with Radio Service men in handling 
the change in push-button sets. Co- 
operation with advertisers is also a 
feature of Blue plans 


Swansdown and Calumet flours, and 
“Portia Faces Life,” for Post’s Bran 
Flakes, from CBS to the NBC Red 
network, beginning April 28. The 
two daily serials will be aired from 
5 to 5:30 p. m., the former at 5 over 
80 stations, and the latter in the 
following quarter hour over 84 sta- 
tions. Benton & Bowles is the 
agency. Best Foods Corporation will 
take the same step June 2 when it 
moves “We, the Abbotts,” for Nucoa 
and Hellman’s mayonnaise, from 
CBS to the NBC Red web. The 
daily serial will be aired over 52 
stations in the quarter hour follow- 
ing the half hour block of General 
Foods programs. Young & Rubicam 
is the agency. 


Duncan Dobie Resigns 


Duncan A. Dobie, Jr., has re- 
signed as Eastern advertising man- 
ager of Modern Magazines, New 
York, effective immediately, after 
ten years with the publishing com- 
pany. He plans a short vacation 
before taking another connection. 


ADVERTISING AGE 


Y & R Renews 
Benny Contract 
for General Foods 


New York, March 12. — Although 
Jell-O will continue as Jack Benny’s 
official sponsor for another year, 
other General Foods products will 
probably reap some of the benefits 
of the radio comedian’s popularity, 
it was learned here today. 

The gelatin dessert will occupy 
most of the spotlight but such prod- 
ucts as Birds Eye frosted foods and 
Sanka coffee are said to be due 
for “hitch-hikes,” thus sharing in 
the Jell-O promotional expendi- 
tures. 

The 


new contract, negoti- 
ated through Young & Rubicam, 
will run until October, 1942, and 
will provide for continuation of the 
current $17,500 weekly compensa- 
tion. A unique clause gives Benny 
the coveted Sunday evening time, 
7-7:30 p. m. on the NBC-Red net- 


star’s 


March 17, 194) 


work, in the event Jell-O does not 
continue the program at the expira- 
tion of the new agreement. 
off” provisions are also included. 
The new contract will carry 
Benny into his eighth year with 
General Foods and his tenth as a 
radio comedian. 
usual summer vacation this year, 
resuming his broadcasts in October. 


Ward Appointed Editor 


Major John Russell Ward, for- 
merly editor of Soda Fountain and 
editor and publisher of Drug Store 
Retailing, has been made editor of 
Post Exchange and Canteen, 415 
Lexington avenue, New York, the 
first issue of which is to be pub- 
lished April 1. 


Brodovitch for Agency 


Pettingell & Fenton, Inc., New 
York, has appointed Alexey Brodo- 
vitch as art consultant. Mr. Brodo- 
vitch, art director of Harper’s Ba- 
zaar and Saks-Fifth Avenue, will 
serve Pettingell & Fenton exclu- 
sively in the agency field. 


Reed to Address N. Y. 


“Time | 


He will take his | 


_—_— 


Chapter of AMA 


Dr. Vergil D. Reed, acting direc. 
tor of the Bureau of the Censys 
will talk to the New York chapter 
of the American Marketing Asso. 
ciation on “124,000 at Your Service” 
March 27 at 12:30 p. m. in the bal). 
room of the Hotel Commodor: 

The talk will bring out the more 
important uses and new features of 
the census. 


Joins Wiesen-Hart 


James W. Beckman, formerly 
with Roycroft Shops, East Aurora. 
N. Y., and the Speaker-Hines Print- 
ing Company, Detroit, has joined 
the advertising and creative s 
staff of the Wiesen-Hart Pr 


_ Cincinnati. 


D‘Annunzio Advanced 


F. S. D’Annunzio, a membe: 
the staff for the past five years, | 
been appointed art director of H 
LeQuatte, New York. Mr. D’A 
nunzio is a nephew of the | 
soldier-poet, Gabriel D’Annunzio 
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Choosing Your 


ON A $50,000— 


Where else but on the Blue 


Network of NBC, can you get so 


much coverage, such good cov- 
erage with a modest budget? 
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More Stringent 
FCC Laxative 
Copy Rules Cited 


Washington, D. C., March 13.— 


Laxative advertisers whose prod- 
ucts may prove harmful to some 
users under certain conditions are 


required to call specific attention in 


copy to Warning statements printed 
en their labels, it has been indi- 
cated recently by the form of sev- 
eral orders issued against drug ad- 


by the Federal Trade 
Commission. 

Several recent stipulations have 
included a statement that “the ad- 
yvertisement need contain only a 
vent that the preparation 
should be used only as directed on 
the ibel, if and when the label 
contains warning statements 


vertisers 


+ 
stat 


eithe 


of the consequences that may re-| 


der certain conditions, or specific- 
aliy directs attention to 
warning statements 
panying labeling. ’ 
Another new wrinkle in laxative 
stipulations is inclusion of a phrase 
by which the respondent agrees to 
stop using advertisements which 
fail to reveal that frequent or con- 
tinued use may result in depend- 
ence on laxatives.” In other words, 
advertisers of habit-forming prod- 
ucts must admit that fact in copy. 


in the accom- 


Close Cooperation Noticed 


Both changes in FTC practice are 
attributed to the recent addition to 
che FTC staff of Dr. J. J. Durrett, 
who was formerly with the Food & 
Drug Administration. His employ- 
ment also appears to have improved 
relations between these two gov- 
ernment agencies, which have 
scrapped about jurisdiction over cer- 
ain types of regulation in the past. 

A spokesman for the FTC pointed 
out that the policy of requiring ad- 


sult trom the preparation’s use wi 


vertisers to refer to health warnings 
printed on labels in copy is likely 
to apply only to makers of products 


similar | adjudged to cause only slight harm 


io users. It is expected that manu- 
facturers of drugs which may have 
erious effects on certain users will 
be required to print full warnings 
in copy. 


Esso on Short Wave 
Standard Oil Company of New 

Jersey has signed a 52-week con- 

tract whereby it will sponsor eight 


quarter-hour news broadcasts 
weekly over NBC shortwave Sta- 
tions WRCA and WNBI. Rebroad- 


casts of Raymond Gram Swing talks 
over MBS will be wired to NBC, 
translated and aired immediately 
by NBC staff announcers. McCann- 
Erickson, New York, is the agency. 
Eckels to Buckley 

H. S. Eckels & Co., Philadelphia, 
manufacturing and analytical chem- 
ist, and the Eckels College of Em- 
balming have retained the Earle A. 
Buckley Organization, Philadelphia, 
as advertising agency 


Stress Dodge’s Low 
Price, Fluid Drive 

Low price and the Dodge fluid 
drive will be featured in the spring 
campaign for Dodge, which is said 
to be one of the most extensive ever 
undertaken by the automobile man- 
ufacturer. 

The newspaper appropriation will 
constitute an unusually large per- 
centage of the total Dodge advertis- 
ing expenditure. Increased newspa- 
per linage will apply not only to the 
factory’s national newspaper expen- 
diture but to stepped-up local 
cooperative newspaper advertising 
by dealers. 


Dane to WMCA_ 


Maxwell Dane, formerly promo- 
tion manager of Look, has been 


appointed sales promotion manager 
of Station WMCA, New York. Mr. 
Dane has also served as retail pro- 
motion manager of the New York 
Journal, advertising manager of 
Stern Brothers, New York depart- 
ment store, and as account execu- 
tive at Dorland International, New 
York. 


‘COVERAGE“. 


$200,000 BUDGET! 


The choice between frying pan and tire 
is a pleasant dilemma compared to that of 
the advertiser with a limited —or relatively 
small—budget. He is torn between the 
necessity for continuity and the desire for 
impression, faced with the double duty of 


making his money go a long way, vet 


Ss 


dig deeply. 


‘| osuch an ad\ ertiser, \\ ho doesn't look 


- 


upon any sum under 3200,000 as merely 
‘“adropin the budget,’’ the 
of NBC comes as a happy revelation that 
he can have his cake, vet eat it too. 


On the Blue Network he receives cov- 


And the Blue Network’s wealth of low 
cost, high-audience programs allows him 
to combine continuity with impression. 

We invite those advertisers who are now 
onthe airtocompare the charton the oppo 
site page with their own current set-up. 


But we particularly hope that many an 


advertiser \\ ho belie. es he cannot attord 


Blue Netw ork 


erage where it counts—in the Money 


\larkets, the vital centers of the nation’s 


buying power. He does a national adver- 


Using job, vet he does it 


st of avy medium entering the home. 


THE 


Sales thr 


at the lowest 


radio will now feel that he cannot afford 
to be without it! 

Name your own budget. Y our Blue sales 
man will be glad to show vou how much 
coverage and what splendid coverage you 


can obtain ‘tunder a cover of Blue.’’ 


Blue Boost! In a short time the complete 


Blue Network will be composed of LOT stations 


NATIONAL BROADCASTING COANIPANY 


1 Radia Corporation of America Service 


NETWORK 07 NSC 


with 


the greatest of CaS e 


»> 
s 


. mately 
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Nedick’s Rejoins 
Promotion Ranks 
After Five Years 
New York, March 12.— Absent 


for the past five years from adver- 
tising ranks, Nedick'’s Stores, Inc., 
will fall into step again in May with 
an extensive campaign in New York 
and Philadelphia newspapers and 
spot radio. Described as a revital- 
izing process for the chain of stores, 
the campaign will extend over a 
period of six months. Nedick’'s for- 
merly used newspapers to a limited 
extent. 

The new promotion effort will be 
preceded by a drive in newspapers 
and radio to 


spot introduce a new 
Washington store, Nedick’s first 
venture into the national capital. 


Beginning this week, the Washing- 
ton Post and Star will carry 28-line 
teaser copy, eight in a single issue 
for six days. 

Live radio announcements will 
begin March 20 on Stations WJSV, 
WRC and WMAL, and continue at 
the rate of three daily for two 
weeks. On the day following the 
inauguration of the radio announce- 
ments, large space newspaper copy, 


with insertions totaling 4,000 lines 
over the period of a week, will ap 
pear. 

The new Washington outlet will 
feature the same type of service 
now offered by Nedick’s stores in 
ther cities. The chain specializes 


n soft drinks and light foods. Weiss 
& Geller handles the account 


Promotion for 
Baby Bonds Cut 
to $1,500,000 


Washington, D. C., March 13 
Awaiting action by the Senate 
ippropriations committee is a deti 
‘iency bill which includes a $1,500 
00 fund for the printing, advertis 
and sale of the “baby 
defense” bond 


ing new 
Although the treasury department 
requested $3,000,000 to finance 
introduction of the bonds, the house 
ippropriations committee sliced the 
total in half, and the bill was passed 


had 


in that form by the house 

Early action, both by the Senate 
committee and the Senate itself, i 
expected, since Secretary of the 
Treasury Henry Morgenthau, Ji 
has already announced that sale of 
the bonds will start May 1 The 
money is earmarked for expendi 
ture before the end of the current 
fiscal year, June 30 


Ruppel Injured 

Louis Ruppel, CBS publicity di 
rector, fractured a wrist bone acc 
dentally on the first day of a vaca- 
tion he had planned at Palm 
Springs 


Weinrich to BBDO 
Albert Weinrich has joined 

ten, jurton, Durstine & 

Buffalo, as a copywriter 


Bat 
Osborn, 


Blue Network Continues 
Fast 1940 Growth Pace 


Something of a record in network 
expansion was set by the Blue Net 
work of NBC during 1940. No less 
than 39 stations were added, taking 


cement) 


the total as of February 1, 1941 to 
97 At the same time major im- 
provements in the facilities of ap- 
proximately 33% of the long-time 


Blue affiliates further added to the 


strength of the new Blue Network 
Since that date there have been 


further additions and news of more 
and more improvements in facili- 
ties. 

To cite but a few examples: 

Station WISH, Indianapolis, joins 
the basic Blue on or about May 1 

Spartanburg, N.C. enters the Blue 
orbit March 29, with the addition 
of Station WORD. 

WWVA, Wheeling, becomes a 
basic Blue station May 2; while sta- 
tion WTRY, Troy, replaces the 
Blue’s former outlet in this terri- 
tory. To Blue advertisers it means 
1 1000-watt station in place of a 
local. and a coverage increase of 
over 30% 

Power 
‘ffective 
*SO 


increases will soon become 
for KECA, Los Angeles, 
Des Moines, and approxi- 
a dozen others 
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Herald Tribune’ 
to Observe 100th — 


Year on April 13 

New York, March 12.—The New | 
York Herald Tribune will celebrate | 
its centenary with a special section | 
on April 13, devoted to the great} 
news events of the past 100 years, 
but the newspaper will solicit no| 
advertising for the occasion. 

This unusual statement of policy | 
was announced today by Mrs. 
Ogden Reid, publisher, in a letter 
sent to key management executives 
throughout the country. Mrs. Reid | 
declared: 

“On this particular occasion we 
feel that whatever advertising is 
included in the section should come 
through the initiative of business 
itself, but we shall welcome the 
copy of any institution that believes 
a message to our readers will be a 
worthwhile investment.” 

Mrs. Reid paid tribute to busi- 
ness for its “vital share in main- 
taining freedom of thought and ex- 
pression through advertising’ in 
newspapers.” She added: 

“Unless it is a common meeting 
ground for news and the advertis- 
ing of business, a newspaper may 
become the tool either of govern- 
ment or of an individual and the 
economic success of newspapers to 


believe, necessary for preserving the 


| Pacific coast, and Arthur Padgett, 
|CBS general 


|menting with 


ADVERTISING AGE 


which advertising contributes is, we 


independence of journalism and a 
free country.” 


—- -— | 
Landslide Doesn't | 
Stop CBS Officials | 


Fox Case, CBS director of public | 
relations and special events on the | 


auditor, climbed out} 
and started to walk the rails when 
a landslide blocked their train 40 
miles north of Santa Barbara, Cal., | 
during recent record-breaking rains. | 

The pair hiked two miles to a| 
signal tower, got a lift in a grocery | 
wagon, transferred to a Standard | 
Oil truck along the highway, and 
finally reached Santa’ Barbara. 
There a page boy employed by an- 
other radio network drove Case and | 
Padgett to Ventura, where a KNX 
staff employe picked them up. 


Detroit Agency Tests | 
Ideas in Food Shop 


Staff members of C. E. Rickerd, | 
Inc., Detroit, have been getting bet- | 
ter acquainted with food dealer and | 
retail selling problems by experi- | 


| 
| 


merchandising, dis- | 
play, advertising and sales tactics in 
an early American food shop, Gaile’s, 
which has been opened by the 
agency in the Maccabees bldg., De- 
troit. Fixtures, display cases and 
cabinets were specially designed for 
the shop. 


Circulation Gains |__ MORE BOTTLENECKS 


Shown by Dailies 
During Past Year 


New York, March 12.—American 
and Canadian weekday newspapers 
registered a circulation gain of 
1,419,903 copies a day in 1940 over 
1939, according to a report released 
this week by the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association. Figures repre- 
sent average net paid circulations 
for the six-month period ending 
Sept. 30 of each year. 

The 1940 total of 43,347,593 copies 
a day, the Bureau points out, is an 
increase of more than_ 1,700,000 
copies over 1929, and 14,000,000 
copies over 1920. While the com- 
bined population of the United 
States and Canada advanced only 
26 per cent during this period, 
newspaper circulation gained 47 per 
cent. 


Wells to New York 

Richard H. Wells, assistant cashier 
of the State-Planters’ Bank and 
Trust Company, Richmond, and in 
charge of the bank’s advertising and 
promotion work since 1936, has re- 
signed to join the Merrill-Anderson 
Company, New York, financial ad- 
vertising specialist. 


| 


} 


| 


| 


| 
| 


| 
| 


A WASHING FIBRE FACES 
breaks bottleneck on O.D/s - + + 


ee ee a 


— 


. 2 


HERCULES 


How a Hercules Powder Company prod- 

uct breaks a bottleneck in the textile 

field is explained in this copy which ap- 

peared in industrial and commercial 
papers last week. 


Strike Stops and 
Starts Again at 
‘Post-Gazette’ 


Pittsburgh, March 14.— After a 
two-day suspension brought about 
by a strike of outside circulation 
men, publication of Pittsburgh’s 
only morning newspaper, the Post- 
Gazette, was resumed Wednesday, 
only to be stopped again last night 
when the management accused the 
mailers’ union of not living up to 
its agreement. 

Arrangements for resumption of 
publication were made at a meet- 
ing between the Pittsburgh Pub- 
lishers’ Association and the Pitts- 
burgh Newspaper Council. The 
former organization represents the 
management of the three Pittsburgh 


daily newspapers and the latter 
organization represents all union 
crafts employed by Pittsburgh 


newspapers. The striking Pitts- 
burgh Newspaper Alliance, AFL- 
Federal Labor Union No. 20786, 
comprising outside circulation men 
on the Post-Gazette, was not rep- 
resented. 

Joseph Flynn, president of the 
Alliance, said the union’s dispute 
with the newspaper was not settled 
by the action and that the union 
withdrew its pickets at the request 


of the allied crafts to permit other | 


union workers to enter the plant. 
He said picketing would be resumed 
if a settlement was not reached. 
In striking, the circulation union 
charged that the Post-Gazette em- 
ployed non-union workers in the 
distribution of its “Aid for Britain” 
edition on March 6, which was a 
violation of a contract agreement 


Set “Perfect Shipping 
Month” for April 


Shippers of the United States 
have again picked April for their 
“Perfect Shipping Month,” in a re- 
newal of the drive to cut economic 
waste through damage to merchan- 
dise in transit. 

The campaign is sponsored by 13 
shippers’ advisory boards, with the 
cooperation of the Association of 
American Railroads, Railway Ex- 


press Agency and other transport 
media. Plans call for several hun- 
dred “Perfect Shipping” meetings 


throughout the country during the 
next six weeks. 


Continue Middlesex Ads 


The Middlesex County Industrial 
Commission plans to continue ad- 
vertising the industrial advantages 
of Middlesex County, New Jersey, 
with the Newark, N. J., office of 
A. W. Lewin Company as agency 


_| Multiple Promotion 


‘vidual 


Sunbeam Opens 3 
Six Campaigns 


for Appliances 
| Flexible Shaft Uses 


National Magazines jin 


Chicago, March 14.—Six  jndi- 
advertising campaigns are 
being launched in national mavga- 
‘zines this month by the Chicigo 
| Flexible 


Shaft Company on X 
Sunbeam electric appliances. @ 
/promotional effort, which A. 
| Widdifield, advertising mana; 


calls “the most intensive” in recent 
/years, will promote the Sunbe: m 
Mixmaster, Ironmaster, Shavem: :- 
ter, toaster, waffle baker and Coff..- 
master. 

| “Better results” copy will featur. 
| Mixmaster advertising in Americ., 
Home, Better Homes & Garde’ s, 
Electricity on the Farm, Ladics’ 
Home Journal, Life, McCall’s, Tie 
Saturday Evening Post and Woma:.’s 
Home Companion. Photographs >f 
results of tests comparing hani- 
mixed with Mixmaster-mixed cak 
popovers, etc., will be shown. 

Tests conducted by the Electri 
Testing Laboratories, New York, 
leading electric shavers will feature 
the “First by Test’? promotion 
the Sunbeam Shavemaster. Two- 
color, half-page copy will be used 
in Life and The Saturday Evening 
Post. 

Copy depicting the Ironmaster 
the two to one choice of women in 
consumer tests of six leading makes 
of masked irons will feature Sun- 
|beam Ironmaster copy in the Ap: 
|12 The Saturday Evening Post a: 
| the May Woman’s Home Com- 
|panion. Half-page copy on th 
| spring Ironmaster campaign al 
will appear in American Home, 

on the Farm, Good 


NN STI tl | | 


| Electricity 
| Housekeeping, Ladies’ Home Jour- 
inal, and McCall’s. 
| Schedules on the Sunbeam 
|Coffeemaster, waffle baker and 
|toaster have been released to Good 
Housekeeping, Ladies’ Home Jour- 
inal, Life and The Saturday Evening 
| Post. 


New York Life to 
Use 200 Newspapers 


Instead of mailing an annual re- 
port to each of 2,000,000 policyhold- 
ers, New York Life Insurance Com- 
pany will offer an innovation in 
|insurance advertising by publishing 
the full document in 200 newspapers 
/in about 100 cities during the next 
few weeks. 

Although annual statements have 
'been used as advertising copy pre- 
viously, the New York Life move 
is unique in that it will replace the 
conventional summary of opera- 
tions. Newspaper insertions will be 
1,170 lines each. Cecil & Presbrey 
is the agency. 


Lincoln Life Issues 
“Quiz Book” Report 
What is believed to be a “‘first’ in 
annual life insurance company re- 
ports to stockholders has been pub- 
lished by the Lincoln National Life 
Insurance Company, Fort Wayne, 
Ind., in question and answer form 
The 24-page booklet breaks down. 
with every-day questions, technica! 


and hard-to-understand life in -ur- 
ance operations, and covers va’ ous 
phases of Lincoln activities rhe 


booklet is attractively print in 
two colors, with “Mr. Management 
satisfactorily answering all 1€S° 
tions put by “Mr. Policyholde: 


FREE 


2 Exclusive 


Oklahoma City’s CBS station 


KOMA 


5000 watts 


& PETERS, INC. 


National Representatives 
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THE ART OF 
HEALING 1S A SCIENCE 
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WIN greater sales through effective 


Point-of-Purchase advertising. 


Let us cooperate with you — we are 
qualified to help you solve your 


merchandising problems. 
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FILLING PRESCRIPTIONS 
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On Guard 


“Keep thine home fair; 


Let nothing mar 


The sunshine and the air— 
Where children are.”’ 


This newspaper notably knows the whole civilized world 
almost as well as you know your own front yard. And 
we say: Nowhere on earth is there anything as fine, as 
hope-inspiring, as the home of the average American. 
And heaven knows how hard it is to have that kind of 


home in this kind of world. 


THE CHICAGO DAILY NEWS isn’t going to make the 
task any harder by violating the standards of the homes 


into which it enters. 


News in the raw is notably loaded with impurities and 
poisons. By our lights, the first duty of a newspaper is 
to filter out these impurities, and make the news fit for 
the home. If unwholesome news is the price of circula- 
tion; if unwholesome advertising is the price of linage, 
then THE CHICAGO DAILY NEWS will not pay the 
price! 


To illustrate: Approximately one million dollars is spent 


annually in other Chicago newspapers for alcoholic bev- 


erage advertising and for unethical medicai and mis- 
cellaneous advertising which THE CHICAGO DAILY 
NEWS will not print. 


Because they know and approve the Character of this 
newspaper, nearly half a million families, large and small, 
throw open their doors nightly tc THE CHICAGO 
DAILY NEWS and say: “Come in!” 


what it says—and what it advertises! 


For they believe in 


Advertisers know this, as proved by the fact that again in 
1940, THE CHICAGO DAILY NEWS carried more 
Total Display Advertising than any other newspaper in 
Chicago— morning, evening or Sunday!* 

(*Authority: Media Records, Inc.) 


You are careful when you pick out a SALESMAN fo represent you— 
should you be less careful when you pick out a NEWSPAPER to rep- 
resent you? 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


Daily News Plaza, 400 West Madison Street, Chicago @ New York Office: 9 Rockefeller Plaza @ Detroit Office: 4-119 General Motors Building @ San Francisco Office: Hobart Bui 
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ADVERTISING AGE 


—_—_— 


SECOND EDITION OF HUGE BOOK PRODUCED 


& BS a 


sietropolitan Opera performers Eleanor Steber and Annamary Dickey study the 


new edition 


of the huge decorating guide produced by Sherwin-Williams 


Company. 


Sherwin-Williams 


Issues New Paint, 


Color Style Guide 


New Edition Added to 
Huge Volume Produced 


| Last Year 


Cleveland, March 13.—A quarter 
iillion dollar venture—a_ brand 
ew Paint and Color Style Guide 
ompiled by the decorative studios 
if the Sherwin-Williams Company 
will be released late this month, 
med to the spring painting 


son 


sea- 


Like the Sherwin-Williams’ paint 
logan, “It Covers the Earth,” the 
» big volumes which comprise 
he work are described as_ the 


3 


rld’s largest decorating guide. 
Householders and decorating fans 
l! be told that the mammoth 
buide can be borrowed, cost free, 


om any of the thousands of paint 
nd hardware stores which handle 

erwin-Williams paint, and from 
: nting contractors and decorators 
h the country. 
first volume of the company’s 
was published a year ago. 
rhe second volume, it is said, does 
mot duplicate the original one in 
4 way but is designed to supple- 
ment it. It provides paint prospects 
with hundreds of interiors, exteriors 
jail home painting hints, repro- 
Kiuced in the largest-sized color 
es ever used commercially on 

i seale. 

Show 300 Homes 


Guide was developed with 
) giving home-owners, as 
possible, a_ technicolor 
more than 300 fine Amer- 
mes. Everything from bath- 
0 boudoirs is depicted, with 


' i¢ 


‘ 


lled “commentator” describ- 
ing | each color scheme is drawn 
Fy the company standpoint, a 


ture is the claim that the 
lls exactly how each color 
can be duplicated with 
xed paints instead of the 
niss system of taking white 
tinting it with brightly- 

ls. Huge size of the nat- 
reproductions 

‘ s to get the “over-all” 
painted room before a 
ng of paint or brush is pur- 


also en- 


figures, according to Sher- 
s, show that American 

of colored paints has 

e the 1920's Cleaner 
and perfected color- 

iy are credited with 
& nterest in greater color 


‘Olgraph Accessories 


ruide which will soon 
hows 46 living rooms, 
eoms, 45 bedrooms, 22 
-l recreation rooms. 42 
7 home exteriors, and 
schemes that can be 


2 kt 
a ee 


used in various rooms. The color 
photos are enlarged to give the op- 
tical effect of standing on _ the 
threshold of a real room, or on the 
sidewalk before a_ spic-and-span 
home. 

Samples of draperies, carpets, 
lineoleum, shower curtains, etc., 
are photographed in actual size 
alongside each room. According to 
the company, the pages show the 
U. S. home completely for the first 
time in natural color, ‘vith one of 
the world’s largest colo. -piate or- 
ders—472 plates in all—represented 
in the Guide. 


Local dealers who will lend the 


volumes to prospects claim that 
they make the selection of com- 
plete color schemes for the home 


as simple as buying a dress—be- 
cause the effect can be judged long 
before the paint is applied. The 
paint and color Style Guide will be 
promot.d with dealer cooperation, 
as well as through decorators and 
contractors. T. J. Maloney, Inc., 
New York, handles the Sherwin- 
Williams account. 


Gale Blocki Named 


Blair Vice-President 

Gale Blocki, 
Jr., who has been 
associated with 
the company 
since 1936, has 
been elected 
vice-president of 
John Blair & Co., 
Chicago, national 
radio station rep- 
resentative 

Prior to joining 
the John Blair 
staff, Mr. Blocki 
was with General 
Outdoor Adver- 
tising Company, 
Chicago, served on the advertising 
staff of Good Housekeeping for four 
years and was Western advertising 
manager of American Boy for five 
years. 


Gale Blocki, Jr. 


Spot Checking Service 
Adds Four Agencies 


National Radio Records, New 
York, has enlisted the cooperation 
of four more advertising agencies in 
its spot radio checking service. The 
list is now 27. 

Newcomers are Ted Bates, Klinger 
Advertising Corporation and Morse 
International, New York, and Gray 
& Rogers, Philadelphia 
Agency Moves 

Louis M. Cottin Advertising 
Agency, New York, has moved from 
274 Madison avenue to 415 Lexing- 
ton avenue. John J. Gronfein, for- 
merly with Green-Brodie, New 
York, has joined the staff as copy 
director and account executive. 


To “World-Telegram” 
William E. Dempster, for the past 

seven years promotion manager of 

the New York Herald Tribune, has 


joined the New York World-Tele- 
gram in a similar capacity Pre- 
viously Mr. Dempster was adver- 


tising manager of B. Altman & Co., 
New York department store. 


FAA Convention Set 


The Financial Advertisers Asso- 
ciation will hold its 26th annual 
convention in Cleveland, at the Ho- 
tel Statler, Sept. 8-11 


| Holden, New York, first 


Expand WLW Sales Field, 
Make Other Changes 


Station WLW, Cincinnati, has 
established two separate territories 
for its field sales activities centered 
in the Cincinnati office. Bill Rob- 
inson, who had conducted the work 
alone, will cover the territory east 
to Pittsburgh and north to Detroit. 
Harry Mason Smith, who becomes 
WLW sales manager, will cover the 
Southern territory and cities di- 
rectly west of Cincinnati. 

Eldon Parks, assistant to Robert 
Dunville, general sales manager, will 
be transferred to the WLW divi- 
sion of Transamerican Broadcasting 
and Television Corporation, New 
York, in about two months. . Ewald 
Kockritz, program director of Sta- 
tion KTHS, Hot Springs, Ark., and 
formerly with Station KWBC, 
Hutchinson, Kan., will join WLW as 
assistant director of promotion and 
market research. 


Bert Riley to Army 


Bert C. Riley, Jr., of Calkins & 
lieutenant 
in the Coast Artillery Reserves, 
has been called for U. S. army serv- 
ice and has reported to Maxwell 
Field, Alabama. 


Charles Ray Resigns 

Charles A. Ray, general manager 
of American Tissue Mills, Holyoke, 
Mass., has resigned. His duties will 
be taken over by President Benja- 
min F. Perkins. 


Sen. Hatch Thinks 
Willkie Promotion 
‘Was Successful’ 


Washington, March 11.—Despite 
the fact that Wendell Willkie is 
now a private citizen instead of the 
nation’s chief executive, Senator 
Carl A. Hatch, New Mexico Demo- 
crat who sponsored legislation 
which sought to control political 
campaign expenditures, believes 
that the advertising campaign em- 
ployed in Willkie’s behalf 
successful.” 

In an address before the Senate 
yesterday, Sen. Hatch referred to 
the Republican effort to elect Will- 
kie “by a widespread advertising 
campaign, just as people would do 
in attempting to sell any kind of 
merchandise. In that respect I 
think the votes for Mr. Willkie 
clearly demonstrate the fact that 
the advertising campaign was suc- 
cessful, even though Mr. Willkie did 
not succeed to the Presidency.” 

Sen. Hatch asserted that in the 
course of his travels during the last 
campaign he observed what he be- 
lieved to be “an effort to buy the 
Presidency” on the part of Willkie 
supporters. He cited radio, outdooi 
poster, newspaper and magazine 
advertising to support his charge 


“was 


The New Mexico legislator’s com- 
ments on advertising followed dis- 
closure by the Senate committee 
which investigated campaign expen- 
ditures, headed by Senator Guy M 
Gillette of Iowa, that supporters of 


both major candidates spent far 
more money than the Hatch Act 
allowed by violating the spirit if 
not the letter of the law. Sen 


Hatch’s remarks were made to sug- 
gest new legislation to make such 
evasions impossible. 


Research Company 
Adopts New Name 

Burnett & Brenner & Egert, New 
York, has changed its name to 
American Market Research Service 
Headquarters continue at 512 Fifth 
avenue 

The company is currently pro- 
moting a series of cooperative re- 
search projects in which non-com- 
peting advertisers can participate. 


Meade Heads Network 


Charles B. Meade, formerly man- 


ager of Station KNOW, Austin, 
Tex., has been appointed program 
director and production manager 


for the Texas State Network 


Adds to Staff 

Fred Chance and George Withers, 
formerly with N. W. Ayer & Son, 
Philadelphia, have joined the art 
staff of Sutton & O’Brien, New York 


als 


The new 0.000-Word 7eteptane / 


“<A PICTURE IS WORTH 10,000 WORDS 


ILLUSTRATED 


ELEGRAMS 
Picture what you Sel / 


Illustrate your sales Telegrams. 


It will make your “story”’ 


more effective! 


NUMBER OF MESSAGES 


QUANTITY DISCOUNTS ON LOCAL 
OVERNIGHT TELEGRAMS OF SAME TEXT 


DISCOUNT 


25-50 10% 
51-100 15% 
101-250 20% 


OVER 2000—50% 


plus charges for engravings and printing of illustration 


NUMBER OF MESSAGES DISCOUNT 
251-500 25% 
501-1000 322% 

1001-2000 40% 


ASK NEAREST WESTERN UNION MANAGER FOR DETAILS 


a Se 9 
wee 
Ee . 
alts pS? gallina:  é Stabe se oF 
—- ce ’ ; 
pee aR i i esate ie. 2 
| Shee =< mee’ 
| P. s per prs = 
| ‘ 57 = ed F 
if } 3 | +; oe “s 3 eve 
> Ma ms fas 
= . ° ~~ ] t # weet 
es oe,’ — IE P| 
wi : 
7 
; : . , ~~ J J <d F 
a Pe ee a 
| a pt, 
| rf 
eke tc. 
Pp ; 
Sa 
ee 
Pe e i d 
Ree 
fe = = atl 
|| Wi \ a STt, \ . 
—_ 1] y ——~ W . ni on ~ ZA : 
| - | ) v 5 Es: 
| | — PD: ee ) ge ee 
| Jf >— ow ‘ ¢ Se a ae Z oh a 
NWA P owe" phen ww? ls ) F ‘ i eee 
r <€ i - we wae ae en \ ai ee =a 
Aw — Ving j A. ee at ae Oe eae | a nae 
- - we awe ™ Ng Z “a : : 
‘ 2. | } H \ a P r i 3 4 Fi ’ oie ; 
OO)" \ 2B na 
¢ ~ 2 ” 7 ae | 2 he ¢ 
, iii. 2 ee i) oa 
( ~ a rials - . oe ic 
ey lll pee eh! 
—_ 7% leas ii gs ae , 7 ve i : ray i % 
WESTERN UNION Rega 2 
; rt 
ee | ‘ 
|" a 
oe 
- 
a 
te 
a ____ 
sy es ; 7 F +a % bs “ rs te ; Oc a . : - = ght 8 es Pig rs hay ae = Ss be Pe hy ‘ = aed * ¢ ia - 923 6S Ses Se sates ; E 
as, : % . 9 — " . : ee 3 4 f D i : te tae ae : a5 bs Mai were tae : Ea ages es i " yr : iP i Pd ; ne ee rhe et _s =. 
fs Te : Sie) i - & : ¥ aes ste sie : hag co te os pea it ny “SE - eae eae gt . bin Ones ee vs f Beate ; hes ae ; 7 Tithe ) ej Te F 
¥ _ ae ne : ae, = ” : ae he ae Pe, t ef et a a +s Om be = Fn -. £ fg: ‘ oe oc Oe 


10 


March 17, 194) 


Raise Funds for 
Pacific Coast 
Business Defense 


Los Angeles, March 12.—Sup- 
porters have pledged $2,000 a year 
toward cost of the three-year “Ad- 
vancement of Business Program” 
already under way in the Western 
states, and additional financial aid 
is anticipated quickly. 

Lord & Thomas, Los Angeles, has 
pledged $500 a year to the program 
adopted by the Pacific Advertising | 
Clubs Association, whose president, | 
Don Belding, L. & T. vice-presi- 
dent, has devoted much time to the 
work. Another $500 annually was | 
pledged by the Union Oil Company 
of California, and $1,000 has been 
promised at Salt Lake City, one of | 
the 19 Western cities taking part | 
in the program to defend advertis- 
ing and business from attacks which 
Mr. Belding declared are “increas- | 
ing in velocity and must not further | 
be disregarded by sincere business | 


men.” The drive to raise funds 
started at a Los Angeles meeting | 
Feb. 26. 


The program was put in operation 
Nov. 1 on a trial basis and, accord- | 
ing to Mr. Belding, has already | 
proved its worth. Twenty-two | 
clubs and six junior departments 
are participating, using 691 volun- 
teer workers. The Salt Lake City 
committee, for instance, was instru- 
mental in killing a two per cent tax 
on all advertising running in Utah. 


No “Swivel Chair” Director 


Seven volunteer committees were 
drafted, to deal with schools, educa- 
tion, legislation, consumer move-| 
ments, speakers’ bureau, publicity 
and membership. Funds now being 
raised are to pay a permanent di- 
rector of the program who is to) 
take over by May 1. The man 
will be chosen by a committee of 
PACA directors and, said Mr. Beld- | 
ing, will not be a swivel-chair exec- 
utive but “on the road at least 11 
months of the year, spending time | 
in each city commensurate with the 
problems of that area.” The volun- | 
tary program is built on the funda- 
mental concept that “seeing the | 
people” and convincing them of the 
worth of advertising and sound 
business is the best method of com- | 
batting subversively - directed con- 
sumer organizations and other in- 
terests opposed to legitimate private 
enterprise. 


Robey Places Account | 

The Robey Mfg. Company, East) 
Lansing, Mich., maker of farm) 
equipment, has placed its account| 
with Whipple & Black Advertising 
Company, Detroit. Farm papers and | 
direct mail will be used. 


T. C. Roberts in Army 


Thomas C. Roberts, publicity sec- | 
retary of the Springfield, Mass., 
Chamber of Commerce, has been 
inducted into the U. S. Army. 


in BALTIMORE: 


| 
| 
| 


PRODUCERS 
OF SHOWS THAT 


PRODUCE 
RESULTS! 


Dental Lab Uses 
Eight-Page Ad 

The February, 1941, Dental Di- 
gest carried an eight-page insert 
printed in six colors by offset li- 
thography, devoted to a treatment 
type of Vitallium appliance pro- 
duced by Austenal Laboratories, 
Inc., Chicago. 

The same copy in the form of an 
eight-page brochure, is to be widely 
distributed as direct mail. Use of 
such advertisements from time to 
time, according to John B. Man- 
nion, advertising manager, has paid 
the company “handsome dividends, 
as our trend of sales has been 
progressively and substantially up- 
ward during the past 10 years.” 


W2XMN Goes Commercial 

Station W2XMN, Alpine, N. J., 
owned by Major Edwin H. Arm- 
strong, has been granted a commer- 


| cial permit to operate on a channel 


of 43.1 megacycles. The new com- 
mercial FM station has not yet been 
assigned call letters, but has been 
authorized as a class D, or special 
transmitter. 


Nearer Reality 
After FCC Trip 


Washington, March  11.—Pros- 
pects for the early emergence of 
television from its present un- 
hatched egg status were seen as 
materially improved here this week 
following the return of five mem- 
bers of the Federal Communications 
Commission from a weekend in- 
spection trip. 

FCC Chairman James L. Fly 
declared at his press conference 
yesterday that the television trip 
was “the most instructive of any.” 
The tour included demonstrations 
staged by Philco Radio & Television 
Corporation, Dumont Laboratories 
and Bell Laboratories. 

Chairman Fly said the Philco 
show was the “most impressive,” 
and cited one of Philco’s technical 
developments as perhaps the most 
significant advance in_ television 


| 


since Columbia Broadcasting Sys- 
tem engineers unveiled color tele- 
vision. He also noted improvement 
in the Dumont and Bell demonstra- 
tions. 

Chairman Fly indicated that he 
expects formal television hearings, 
which are scheduled to open March 
20, to last only for a day or two. 
Purpose of the hearings is to con- 
sider the various engineering stan- 
dards which have been suggested, 
and to determine when television 
shall be placed on a commercial 
basis. 

A trend toward agreement on 
engineering problems within the 
industry was noted by Chairman 
Fly. Disagreement between engi- 
neers of competing television manu- 
facturers has been one of the chief 
reasons for delaying commercializa- 
tion of the new medium. 


Appoints J. J. Devine 

The News, Zanesville, O., has ap- 
pointed J. J. Devine & Associates, 
New York, as national advertising 
representative. 


— 
G-M Defense Orders 
Over $683,000,000 


Recent orders given Genera! Mo. 
tors under the national defense pp. 
gram have sent the total up , 
$683,400,000, company stockholde, 
were advised in a special “progre; 
report” on G-M defense wor} sen: 
out last week. 

Alfred P. Sloan, Jr., chairmay 
reported that deliveries of s) ci, 
defense materials from U. S. ap, 
Canadian G-M plants amountd ; 
$60,000,000 during the late mont), 
of 1940, constituting 314 per cet . 
the company’s total sales volun, 
for the year. Net income on «&. 
fense business, Mr. Sloan said, yw; 
15 per cent of the corporation 
total net income for 1940, b-fo». 
deducting federal taxes. 


Whitney to “Baby Talk’ 
King Whitney, formerly ‘ic. 
president in charge of promotic n »: 
You, New York, has replaced Nor 
Evans as advertising manage- 
Baby Talk, New York. Mr. Eva; 
has been called to join his regi:ner 
at Fort Benning, Ga., as capta n, 


a 


citadel. 


UNION BLITZKRIEG 


MODERN 


Biggest, most elaborate campaign in the adventurous 
history of the labor movement is being carried on at 
the gates of the Ford Motor Company today. All the 
arts of research, advertising, selling are being lavishly 
used by the UAW-CIO to scale this great free shop 
INDUSTRY'S labor editor takes the 
reader behind the headlines and into the picket lines 
to see, in lively text and revealing pictures, the drama 
that may be enacted before your plant tomorrow. Read 
“High-Pressure Unionism}’ page 14. 


PRELUDE TO A BOOM? 


The problem of housing defense workers near new and 
enlarged plants is giving prefabrication a boost, may 
set off a radical post-war housing boom. MODERN IN- 
DUSTRY'S editors present a terse, pictorial survey of 
prefabricated houses, explore their future, make pic- 
ture interviews of families living in them, thus add 
consumers’ opinions to those of engineers. Marketing, 
engineering, and production men in the scores of 
industries associated with building will enjoy reading 
“Prefabricated Houses; page 18. 


Highlights of Modern Industry 


March 15, 1941 


Quiz—For All Types of 
Management Men 


tions are being planned to curb strikes in 


fenst 


industries? See “Government & Industry’) pag: 26. 


Are England and the U. S. headed for a a flere! 


WHAT are the real chances for inflation? Are inter- 


est rates about to rise? What is the outlook for prices? 


form of government when the war ends? W at 4 


What new industries are replacing old ones because ‘eit 
coming wage negotiations may open a breach ! 


of priorities? See “Modern Industry Looks Ahead” 


page 36. 


What is on the priority list now? What is in pros- 


unions and the government? Will insurance 


nies be pushed into buying common stocks Fé 


pect? What kind and scale of taxes are being planned 


behind the scenes in Washington? What's the real 
reason Harry Hopkins was appointed to the Produc- 


tion Planning Board? What kind of laws and regula- 


the facts about strikes in defense industries 


Radio response to MODERN INDUSTRY'S F 
14th debate on nationwide NBC network o! 


tween 
ympe 


ac 


“News Interpretation’) page 9. 


Notes on Volume 1, Number 1 
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Vita-Felt line doubled Stetson’s $10 
hat business. 

The second step in the program 
was an exploitation of public in- 
terest in aviation, stimulated by the 
war. In cooperation with Trans- 
continental & Western Aijr, the 
_ Stratoliner hat made its debut. This 


No Foreign Sales, 
§o Stetson Revamps 
Domestic Strategy 


the drive started in midseason, the | tised in Collier's. Selling at $6, an 


off-price in the hat business, Stet- 


'son’s Stratoliner today accounts for 


10 per cent of its low-priced vol- 
ume. 

The final phase of the merchan- 
|dising program was the streamlin- 
ing of service for dealers. Instead 


of encouraging seasonal peaks an 


——_—_—— 
Appoints Representative 


Super Market Merchandising, 
New York, has appointed J. 
| Whalen, formerly automotive ad- 


|vertising manager of the Philadel- 
| phia Daily Record, as representative 
|in eastern Pennsylvania, New Jer- 
|sey, Delaware, Maryland and the 
| District of Columbia. 


y 


you JUST + 
CANT BEAT ah 
ITS TANTALIZING 


inew light-weight hat style was | attempt was made to level them off. FLAVOR 
New York, March 12.—How the packaged in a special silver-colored A 72-hour order service for dealers “Seattle Star’ Tabloid NUT-LIKE 
John Stetson Company adopted box, adorned with a luggage label | was inaugurated on nine items. So | The Star, Seattle, Wash., is now — T 
, thre -point program to stimulate | and introduced to tie in with the | successful did this prove that Stet- ‘published as a tabloid newspaper, 
domes'ic Sales after losing 60 per launching of TWA’s new Strato-|son has extended the three - day | first in the Pacific Northwest. It has 
ent its foreign business, due to|liner. Since Adolph Menjou was delivery system to 42 items, and|been redesigned and department- 
on wr, was revealed here by A. N.|a passenger on the maiden trip, ex- | this service is now being utilized |alized. The new format followed 
Hoskig, general sales manager, be- ploitation was built around one of| by more than 75 per cent of its | 5IX months of planning, inchading | 
i fore : e Sales Executives Club. the new hats as part of his custom- | dealers. ound takes ables. ax ton 
; ; : ; lice eoeial a a | om oe . , chang reader habits < > 
The first move in offsetting this | ary sartorial splendor. Current Stetson promotion con- Pecos on re of ehuertanee. 
expo! curtailment was dictated by |sists of monthly insertions in Es- 
the reolization that an unfilled de- Levels Off Peaks quire and The New Yorker showing | > ° 
mand existed for high-priced head-| A four-color bleed page in Col- | spring models. Kenyon & Eckhardt |New Picture Magazine 
sear cue to the absence of ex-|lier’s introduced the Stetson Strato- | handles the account. Science in Pictures, New York, a 
pensi\ .. imported hats. Stetson /liner to consumers. Insertions in ——— new pictorial magazine, will begin 
acted promptly and introduced the|three business papers worked up| WHYN Names Montague xg eel sag ged an telies 
Vita- elt, a $10 seller, which — dealer enthusiasm. Dealers | Patrick J. Montague has been ap-|and their application to industry : 
mer indised by a Campagna © the | erated by running copy in their) nointed commercial manager of | will be portrayed. Van Gieson & _ 
New York Times and in men’s wear | local papers advising customers that | Station WHYN, Holyoke and North- | Associates, New York, will be ad- 
trade papers. Despite the fact that|they had the merchandise adver- | ampton, Mass. vertising representative. 
| ’ 
Keeps its fresh 
crispness longer ! 


Why? Because a special! baking process seals 


That's why 


in freshness and flavor every Rite 


stays crip and tempting down to the very 


last cracker the package Try yourself 


tell what makes 


Americas avorite Cracker 


rom your dealer 


BAKED BY “NABISCO” 
NATIONAL BISCUIT COMPANY 


National Biscuit Company has launched 
200-line, 2-column copy in newspapers 
in key markets from coast to coast, em- 
phasizing a quality story for Ritz crackers. 
Reproductions of the package dominate 
the layouts, as in this second ad in the 
series, and copy is held to a minimum. 
McCann-Erickson, New York, is the 
agency. 


Increased Advertising 
for Bacardi Rum 


An increased national magazine 
|}campaign will be inaugurated this 
month by Schenley Import Corpo- 
ration, New York, for Bacardi Rum, 
| to be followed next summer by an 
;}extensive newspaper drive. Copy 
| will point out that Bacardi cocktails 


“must be made with Bacardi.” 
| REVOLUTION IN HEATING BLUEPRINT FOR PEACE Business paper insertions and a 
j A new process threatens to sweep through a dozen in- Planning now to keep plants humming when war orders | comprehensive ‘wh leery of dealer 


dustries. Only recently graduated from the laboratory 
to the production line, high-frequency induction heat- 
ing is speeding production, improving quality, cutting 
costs. Its uses are said to be practically without limit— 
: already it’s hardening tiny parts of business machines 
and heating shell casings much faster than was ever 
dreamed possible. Top executives, production men, 
metallurgists will find the absorbingly interesting 
“Split-Second Heating” on page 43. 


sales helps will be used to back up 
the campaign. Lawrence C. Gum- 
binner agency, New York, handles 
the account. 


Kiger to Allied Radio 
Charles S. Kiger, formerly gen- 
}eral manager of E. H. Scott Labora- 
tories, Chicago, has been appointed 
|merchandise manager of the radio 

|}set division of Allied Radio Cer- 
- | poration, Chicago. Robert M. Lach- 
|man, for the past six years in the 
radio set division, becomes assistant 
| merchandise manager of that divi- 
| sion. 


stop is today’s great challenge to industrial manage- 
ment. Aluminum Company of America is raising its 
capacity from 325 to 700 million pounds a year. Now, 
priorities give defense fabricators first call on every 
pound produced. What will Alcoa do when war orders 
cease? A program that will inspire every top executive, 
production manager, research engineer, sales manager 
is presented, in picturized text, in “To Sell—Or Not to 
Sell} page 31. 


pulsory Arbitration”—-49% favored it; 51% against. a 
‘Stall Joins “Time” 


| Dan M. Stall, formerly with Cos- 
| mopolitan in Detroit, has joined the 
| Times sales staff in the same city. 


Ballots in the magazine brought a different answer 
from industry —68% favored it; 32% against. 


Newspapers from coast to coast reported this and 
oth 


r editorial features in MODERN INDUSTRY'S first 


issue, 


lL -tters commenting on the first issue—more than 
500 received—total sourpusses 3. Typical letter, “Out- 
Star 


S_-bscription cards bound in the magazine (for two 


ing for us who have but little time...” 


year. —paid) now pouring in. More of them received 


than ballots and radio response and letters combined. 
“ MODERN INDUSTRY 
at ‘47 1ADISON AVENUE + NEW YORK,N. Y. 
AMERICA’S RIDDLE 


Number one economic problem facing America and in- 
- dustry is—how to pay for defense. On the answer will ae et eosinail 6 
ad AI {ODI IRN IDNID YW SIPIR? depend our economic future. This critical issue is de- eer OO ogg pi a 
“i bated by two authorities: Michigan’s Democratic a. yin K's call 5000 watts 
, Senator Prentiss M. Brown, Senate Finance Committee power day and night. 
T E MAGAZINE OF INDUSTRIAL POLICY member, and banker-industrialist E. Roland Harriman, 
THE MASS MEDIUM FOR INDUSTRIAL card ballot provided with each copy gives the opinion Ww H a 
of industrial management a voice. Read “Should We 
ADVERTISING | REPRESENTED BY RADIO ADVERTISING 
! CORP. 


essful drill. 


a director of The National Economy League. A post- 
. CLEVELAND, OHIO 
Pay as We Go for Defense?’} page 40. 
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Size and Business Efficiency 


Is big business more efficient than 
small or medium-size business? An 
answer to this question is attempted 
in a current the 
porary National Economic Commit- 
analyses of hundreds 
the Federal 
According to 


report of Tem- 


tee, based on 
of corporations by 
Trade 
this viewpoint, 


Commission. 
big business is sel- 
dom as efficient in cost of produc- 
return on invested 
medium-size 


rate of 
the 


tion or 
capital as com- 
pany. 

The report is more than academic 
in its significance, 
ent national administration has fre- 
quently been described as opposed 
to big business per se. This attitude 
efficiency of 


because the pres- 


is based not on man- 
agement so much as on the use of 
the tremendous 
conferred through 
with huge 
sive payrolls and concentrated buy- 
ing power. 

Taking the FTC findings at face 
value, and assuming that big busi- 
ness is not necessarily most efficient, 
either in producing goods at lowest 
prices, thus serving the needs of the 
consumer, or earning maximum re- 
turns on invested capital, thus 
enabling it to pay high returns both 
to labor and invested capital, what 
is likely to be the next move? 
Obviously, some method of govern- 
mental control that might have the 
effect of accelerating and expediting 
the decentralization of business 
which has been in evidence in cer- 
tain directions of late, and which 
is intended to eliminate some of the 


economic powers 
large 


exten- 


control of 


companies, assets, 


We read with much interest an 
article in the current issue of the 
house organ of the MacLean Pub- 
lishing Company, leading Canadian 
magazine and business publishers, 
discussing criticisms of certain poli- 


cies of the Dominion government 
in the Financial Post, a MacLean 
publication, which resulted in a 


the 
ring to the publication as 
1 saboteur in Canada.” 
Canada is at war, and successful 
war effort is therefore the objective 
not only of the government but of 
every patriotic citizen. Yet the Mac- 
Lean publications have felt it to be 
their duty to their frank 
opinions of weaknesses or shortcom- 
ings in government in the conduct of 
the war effort of the Canadian 
people. That criticisms 
resented seems to 
that the 
mined to 
equally 
The 


member of government refer- 


“the No. 


express 


these are 
and 
deter- 


views 18 


be evident, 
publishers remain 
express their 
evident 


question of censorship of 


iof our 


evils of absentee management. 
One of the factors in big business 
which the current report does not 


sufficiently emphasize, in our opin- 
ion, is method of growth. Some 
businesses have become large 
through natural expansion of nor- 
mal functions. Thus the Ford 


Motor Company is a well-integrated 
business which has grown by devel- 
opment of its original activities 
through increased production of the 
parts and materials going into the 
main product. 

The problems connected with the 
management of big business 
obviously great, and in most cases 
they met with remark- 
able considering the tre- 
mendous difficulties of both policy 
and operations involved. It may 
nevertheless be possible that in 
some cases big business has outrun 
the capacity of available manpower 
to provide the necessary ability to 
carry on with the greatest efficiency, 
the standpoint of stockhold- 
ers, employes and the public 

If national definitely 
established on the basis of a greater 
degree of regulation and control of 
large companies, owned by the pub- 
lic, changes of a breath-taking 
character may be _ forced upon 
American business. Unscrambling 
the eggs may prove to be an exceed- 
ingly difficult task. In the mean- 
time the interests of present owners 


are 


have been 
success, 


from 


policy IS 


|must be protected, particularly dur- 


ing a period when the maintenance 


productive facilities is a 


| prime requisite for national defense. 


The Press Must Be Free 


press and radio is not yet an issue 
United States, though there 
been that it 
Questions have 


in the 


have indications may 
become a problem. 
been raised as to the propriety of 
newspaper publication of 


information presented 


certain 
in executive 
Congressional 


sessions of commit- 


tees. This is a matter of judgment, 
of course, and it is doubtless true 
that some information is of a char- 
acter which cannot be published 
without doing some harm. 
Generally speaking, however, the 
public is entitled to the facts, and 
is likewise entitled to expressions of 
opinion relevant to those facts. The 
maintenance of a free press as a 
means of keeping open channels of 
communication, 
and informed 
national 


comes a 


and as an assurance 
of free 
vital 


discussion of 
problems, thus be- 
primary requirement of 
the present situation. 
time Canada has given us a 
example of how to carry on 


In the mean- 
good 


NOT A BAD IDEA 


FOR A PREMIUM 


"It came with our last tank car.” 


Ad-libbing 


What a Moron! 

One of our better scouts was 
thumbing through some old mage | 
zine issues when we dropped in on | 
him recently. A picture in one of | 
them attracted his attention. He 
gazed at it long and carefully and 
then masked the text below and 
above the picture with his hands. 
“Here,” he said, “I defy you to 
guess what this picture represents.” 


We accepted the challenge and 
tackled the problem in. scientific | 
manner. It was a picture of a man 
and a woman, obviously husband 


He has lost the Ie st habit mn the world 


ae, OOK CAMMY LOCRS ‘ 


and wife, seated in what seemed to 
be a corner of their living room. 
The man was a depraved looking 
specimen if there ever was one. 
There was something frightening 
in his empty gaze, fixed on a corner 
of the room not shown in the pic- 
ture, and a cigaret dripped from 
the corner of his loose mouth in the 
best gangster manner. On his lap 
Was a newspaper in truly deporable 
condition. 


“Well,” we ventured, “he’s trying 


to figure out his income tax.” Our 
friend shook his head. “He's just 
heard that his mother-in-law is 
going to pay him a visit,” we 
guessed. Wrong again. 


Then we realized we hadn't prop- 


perly examined the wife. In con- 
trast to the messy-looking lounging 
robe her husband wore, she was 
'dressed very carefully and was 


neatly 
couch. Her 


corner of a 
head was turned away 
from her husband and she was 
reading a book while her face wore 
a rather smug expression. We 
stared at her for a few moments 
before we smacked one paw trium- 
phantly over the other. “It’s an 
illustration for a confession story,” 
we cried, “about a man who mur- 
dered his wife because she refused 
to talk to him at night! This shows 
him planning the murder!” 


curled up in a 


“Nope,” said our friend. “It’s 
an ad for the Book-of-the-Month 
Club and the illustration shows a 


man who ‘has lost the best habit in 
the world ... the habit of reading 
books!’ We argued that this man 
didn’t have to look like a degener- 
ate or 


| seeds, 


paper and wife is 


book. 


our reading 


English Department 

Our Hands-Across-the-Sea Dept. 
this week consists of two totally 
unrelated items. One is the report 
that, while we're getting all excited 
about vitamins over here, the Min- 
istry of Food in London is express- 
ing growing concern over’ the 
“abuses” of vitamin advertising, and 
while no official action has as yet 
| been taken, the Advertising Associa- 


tion (equivalent roughly to the 
ANA) is taking the bull by the 
horns and doing its best to have 
copy toned down. “We see an 
extravagance of language in the 
development of claims for every- 
thing from sweets to. breakfast 


| foods up to the point where it be- 


comes almost a joke,” says G. Rus- 
sell Chapman, general secretary of 
the Advertising Association. “Sim- 
ply because a man adds a pinch of 
vitamins to his goods it doesn’t 
entitle him to enter into long argu- 
ments on the value of vitamins in 
general to convince the public that 
his commodity possesses every pos- 
sible health-giving content.” Note 


to U. S. advertisers: Coming Events 
Cast Their Shadows Before. 

The other “over there” item 
comes from T. Johns of BBDO’s 
Minneapolis office, who calls our 
attention to the recent letter in the 
Christian Science Monitor’ from 


Barbara, presently residing in Read- 
ing, Berks, as an example of how 
one never knows when a client will 
get a circulation bonus. 

“Dear Auntie,” the letter, 
“one of my last few pleasures left 
is to pore over American magazines, 
whenever we can get hold of them, 
reading them from cover to cover, 
but what we linger over almost 
longer than anything is the large 
colored ads of luscious chocolate 
layer cakes, ice puddings, and 
‘Spam’ and eggs and corn on the 
cob. .. Eggs! I’ve almost forgotten 
what they look like. On the cinema 
today in an American film we saw 
a conjurer nonchalantly breaking 
eggs into a bowler hat. We could 
hardly bear to look, it was so pain- 
ful to see the waste! .. .” 


says 


Jottings 

Vie Marx, secretary of the 
ican Society of Bakery 
and editor of Bakers’ Helper, has 
been scaring the daylights out of 
bread eaters by reporting that poppy 
cinnamon and caraway 
are likely to disappear from bread 
and rolls any minute now. The war 
in the Orient is making it so hard 


Amer- 
Engineers, 


seeds 


|to get them that supplies are now 
“alarmingly small,” he says. . . 

Add to your list of weeks: Na- 
tional Sharecropper Week, to be 


|celebrated April 21-28 under the 
auspices of the National Association 
of Sharecroppers, with headquar- 


ters in Memphis. 
got to celebrate? 

A too - bright - for - his-own-good 
insurance man in the Chicago area 


What have they 


a moron just because he} has thought up the stunt of sending 


didn’t read books, and that his wife|a penny postcard to prospects. It 


didn’t have to look so righteous just! 


because she did read a book. Any- 
way, we're going to be careful that 
nobody takes a picture of us some 
night when we're reading a news- 


belt 
Re el 
*¥ 


carries no identification, and says 
merely, “Please telephone me im- 
mediately at The calls 
come in, we're told, but they don’t 


develop into orders very easily. 


Information 
for 
Advertisers 


The following documents miy pe 
secured without charge from com. 
panies sponsoring them, or th: ugh 
ADVERTISING AGE, by any na’ na} 
advertiser or advertising ap: ney 
executive writing on his bus ress 
letterhead. 


No. 1760. Living Lithograph 

General Printing Ink Corpo) 
offers this booklet, which conta 5 » 
transcript of the proceedings a the 
fifth of the GPI-sponsored pri: ing 
‘and advertising clinics, this »%ne 
|}held at the Philadelphia Ar 
| Alliance in conjunction with the 
| Lithographers National Associ: op 


10n 


,|The speeches which are rep: teq 


cover the history, evolution, 2S 
ent status and future of lithogrs hy 
No. 1765. Whaley Taxiposter qd. 
vertising. 

The story of the beginning ind 
development of Taxiposters a. an 
advertising medium is told in his 
new folder issued by Whaley 17 xi- 


poster Advertising. A map ind 
table indicate where Taxipo: ers 
are available, and information j 
given concerning circulation, r:tes 
and mechanical requirements. I) us- 
trations show some of the T»xi- 
posters now in use. 


No. 1745. Listening Audience, Cen- 
tral New York State. 

This folder, issued by WS 
Syracuse, has an inside pocket wh ich 
holds loose leaves reporting (ive 
different listener surveys. They 
cover station popularity in princi- 
pal cities, in ten counties nearest 
Syracuse for both farm and city 


listeners, and in a typical farm 
region. The fifth survey show: 
what local merchants think of 


WSYR as a mover of merchandise 


No. 1758. Only Paul Bunyan Could 
Do This. 


Radio Station KMA, Shenandoah 
Ia., has issued this pamphlet w 
is the first of a new series using 
the station’s theme, “The Paul Bun- 
yan of the Farm Belt.” The mate- 
rial includes facts about the amount 
of mail Paul delivered in the year 
ending Nov. 30, a coverage map, 
county breakdown map showing 
mail response, and data on the sta- 
tion’s market. 


No. 1726. How Rural 
Spends Its Money. 
Curtis Publishing Company has 
issued this booklet, which contains 
highlights from Curtis’ analysis of 
the United States Consumer Pur- 
chase Survey. Figures show the 
percentage of expenditure for va- 
rious product classifications in the 
upper and lower income groups, 
and in a tabulation of buying power 
indices, Country Gentleman read- 
ers’ average is compared wit! the 
national farm average. The booklet 
also contains a circulation record, 
by county, showing the average 
value and average gross incom: per 
farm. 


America 


No. 1722. Why Should I? 
“Advertise in Our Sunday itor 
and The Register” finishes the | ues- 
tion of the title, and the pars of 
this brochure offer numerou- re@- 


sons. The papers’ editorial pea! 
and reader response are di sed, 
and information is provide on- 
cerning the number of rr (cer 
where they are, and their ying 
ability. Rate and circulatio: 4a 
are included, as well as s ad- 
vertisers’ success stories. 
No. 1774. How to Woo Hot ves 
at One Cent a Day. 

Murray & Malone Con ny, 
transportation advertiser, h: ued 
this report of a survey ol a" 
apolis and St. Paul house . 
shows the percentage of h‘ = 
who use streetcars fo! pins 
trips, a record of attenti “ 
and readership of car © - 


frequency of shoppers’ use 
cars. 


el 
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For a year now, over 2000 women From the data already tabulated, we can show you 


in farm homes, from coast to coast, by economic groups: 


have been putting the glass on every 1. Acceptance of your type of product by farm 


detail of their family buying. Their families. 


“discoveries” show unmistakably 2. Brand preferences for all commodities used. 


that farm purchasing—through 3. The quantities consumed on farms. 


4. Variations in quantities used, by economic 
9 
groups. 


existing retail outlets—constitutes 


a highly essential part of the sales volume of every 
5. Where farm people buy your type of prod- 


uct—kind of stores, sizes of towns, distance 
travelled. 


national advertiser. 


Detailed inventories of over 500 products bought 
6. How often they purchase your type of 


by families representing four different economic product. 


groups have contributed a very important part to 7. What sizes, styles, or types farm people 


what has become the most exhaustive farm-buying 


study ever attempted. It is strictly a market study. 


Magazine readership does not enter 


prefer. 


With these facts you can gauge the exact extent of 


the rural market for your products and uncover 


“SE 


into it in any way. new and greater sales opportu- 


nities in this vital part of your 
national market. These facts are 
yours for the asking. Call your 


nearest Farm Journal office. 


JOURNAL 


We. 
ye 


a 


we: 


oe 


een GRAHAM PATTERSON, Publisher 
WASHINGTON SQUARE PHILADFLPHIA 


New York, 420 Lexington Avenue Chicago. 180 N. Michigan Avenue Detroit, General Motors Building 
Seattle, San Francisco and Los Angeles 


America’s Largest Rural Magazine 


OVER 2,560,000 NET PAID 


i rs ine 


R 


March 17, 1941 ADVERTISING AGE = ee 
| om 
Facts .. 
Uncover st tional Mar # 
| I N a i ROO tig 
ERPs | 
about You (RE ~ 
. C < wa. 
7. : Y ~ 4 
: on 
‘ POP» « % Ks 
_&§ SS WG ee 7 
. y ’ ee 
: —— " 
y e I a a 
> | ee eee saa 
| Ps 
| ee ; 
; sa 
‘ wen 
, ee a 
; > bi 
- aay 
; (ha OB ee se, 
or w/e Po .° sil 
ot ear “al Lv) je 
d, (3 I =. % 
: r Cunt Pred es ( | ne. 
- 2 = 4 
, wo Be “ “a: o \ . 
a0 ox FARM | aai 
; ou > ERs on E'SAgelvE ; saa 
 — \ INVENTE _ = 4 Ag 
| ho ——S 
es eae e 
, oo ee \ i om 4 ee . 
" » @ : WN 7. 
It aes a 
. cass HON ~~ ee 
on — # a cs 
: ENS ae E: F 
: ae Ser ws ce % Aas ee ee : ¥ F 5 i ; ¢ f - . ee. * oe ; B ee re | eee isa ? . + 4 — aie +e 7 ie a ; ces ee ie s 


14 


‘ie eG tee 


ADVERTISING AGE 


Be. Sagi : 


March 17, 194) 


Scant Chance for 
Fair Trade Repeal 


Seen by Sponsor 


Little Chance for Miller- 
Tydings Repealer Yet, 
Says Fulmer 


BY A. P. MILLS 


Washington, March 13.—Although 
sentiments opposed to the resale 
price maintenance principle as man- 
ifested in the Miller-Tydings Act 
and in state fair trade laws have 
been aired by important officials 
here with increasing frequency of 
late, informed quarters do not ex- 
pect a strong movement to repeal 
such legislation to materialize just 
yet. 

Even fair trade 
that there seems to be a_ trend 
toward more frequent attacks on 
resale price maintenance. 
mony before the Temporary Na- 
tional Economic Committee, and 
several of the monographs published 


proponents admit | 


Testi- | 


by that group, have criticized the 
Miller-Tydings Act. 

Assistant Attorney General Thur- 
man Arnold and Harriet Elliott, 
consumer representative on the na- 
' tional defense advisory commission, 
have both urged TNEC to recom- 
mend the repeal of the Miller- 
Tydings law. Such a proposal was 
also laid before Congress last week 
when Rep. Hampton P. Fulmer, of 


South Carolina, introduced H. R. 
3821 in the House of Representa- 


tives. 

In talking with ADVERTISING AGE 
this week, Rep. Fulmer indicated 
that he has no great hopes for the 
passage of the bill, or even for its 
safe passage through the Judiciary 
Committee to which it was referred. 
He pointed out, however, that he 
has opposed price-fixing for some 
time, and said that his bill would 
have been introduced earlier if he 
had not been confined to a hospital. 


Proponents Are Active 


That the organized druggists 
who were the chief advocates of the 
original legislation and remain its 
stoutest supporters—are still zealous 
in the protection of fair trade was 
indicated by the fact that Rep. Ful- 
mer received several communica- 
tions from South Carolina druggists 
in protest against his bill. 


| Congress. 


Should the Fulmer bill or other 
repealers gain headway in Congress, 
strong opposition would undoubt- 
edly be encountered from retail 
druggists and their spokesmen in 
Sen. Millard E. Tydings 
of Maryland, co-sponsor of the law, 
could be counted upon to lead a 
Senate fight to retain the act. 

It is possible that defense officials 
concerned with retail price rises 
may urge repeal on grounds that the 
act interferes with their efforts. A 
recommendation from that source, 
or from the Justice Department, 
would certainly increase chances for 
repeal. 

When the final report of the 
TNEC is published, it will be care- 
fully inspected for recommendations 
on the fair trade question. The 
committee is now winding up its 
activities, and is expected to issue a 
report soon which will include sug- 
gestions for new legislation. 


Accounts to Basford 


G. M. Basford Company, New 
York, has been appointed agency 
for Wallace & Tiernan Company, 
Belleville, N. J., maker of chlorine 
and ammonia control apparatus; 
Novadel-Agene Corporation, flour 
treatment; and the Kooler-keG Di- 
vision of Novadel-Agene, beer dis- | 
pensing equipment. 


DID YOU SAY 
HE HAD A 


Weu say the population runs in millions—3,008,959, 


to be exact. 


That's the total population in WMC's measured day-time 


coverage. But the wholesale sales of the Memphis market is over a billion 


dollars—$ | ,082,032,870.00. 


Isn't this a pretty dish to set before an advertiser? Why not 


investigate further this billion dollar market you reach when you advertise 


over WMC, the pioneer radio station of the Mid-South? 


a 5,000 WATTS DAY 


5,000 WATTS NIGHT 


THE 


WMC—MEMPHIS 
ges ROCK 


Llion 


Represented Nationally ty THE BRANHAM CO. 


THE COMMERCIAL 


* 
MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WJDX—JACKSON, MISS. 


MEMPHIS, TENN. 


* 
Owned and Operated by 


wMC 
Dollar MARKET 


NBC RED 
NETWORK 


KWKH-KTBS—SHREVEPORT 


WSMB—NEW aa: 


| —_—____ 
'WTAD to CBS 


PLUGS CREDIT 


NOW YOU CAN AFFORD 
A SPRING VACATION 


in FLORIDA or the SOUTH 
Go NOW —Take 12 Months 
to pay for your Rail Fare 


emba a investigation 1 merel aie a snfidemtiai 
redit information at the Seaboard offvee and sign your name, Yous 
spplication will be acted wpon within 24 hour 
FOR QUICK ACTION, USE THIS COUPON 
“Call in person or write SB Murdock, $ PA. ‘Seuboard fellwey 
12 West 51st Street, New York City 


[7] Tell me how | com buy roll tickets and Pullman eccommedations vie 
_| Seeaboord on the Trovel-Now-Pay-toter Plon 


NAME 


STREET AND NUMBER 


CITY O8 TOWN. cee OTE cee 


H Go Modem - Go SEABOARD 


The new travel credit plan gets all the 

play in this advertisement of Seaboard 

Railway which ran in New York dailies 

last week. The copy, two columns by 

125 lines, was placed by the Caples 
ompany. 


Becker Named Editor 
William E. Becker, formerly edi- 
tor of Pacific Chemical & Metal- 
lurgical Industries, and prior to that 
with Gerth - Knollin Advertising 
Agency, San Francisco, has been 
appointed advertising manager of 


Housing, Western home-and-garden | 


magazine. 


Station WTAD, Quincy, IIL, 
started broadcasting full 
900 kilocycles and has 
basic supplementary station of CBS, 
carrying the network’s sustaining | 
shows. 


has 


time on| 
become a| 


— ——; 


Announce Judges _ 
for Adwomen’‘s 
Annual Award 


Chicago, March 13.—One \ 
and four men, all advertising ex. 
| perts, will select the woman who 
|is to receive the Josephine Snapp 
Award for the most outsta: ding 
| contribution to advertising a) ring 
1940. 


‘ 

| Names of the judges were ap. 
nounced here by Mercedes HB irst. 

| vice- -president of the Adver' sing 


Federation of America. They are 
Helen A. Holby, director of the 
club contact department, FA: 


Paul Garrett, vice-president of ( ‘en. 
| eral Motors; Henry Obermeyer as. 
| sistant vice-president, Consolic teq 
| Edison Company of New Yor . J, 
| Kenneth Laird, Young & Rubi am, 
| Chicago, and Prof. Lloyd Her 5lq. 
| Northwestern University comn -rce 
school. 

The silver trophy is prese ted 
|each year by the Women’s Aa er- 
tising Club of Chicago in mer ory 
| of the late Josephine Snapp, a or- 
mer president of the local club ind 
| vice-president of the AFA. Eni ies, 
which must be in the commit ce’s 
hands by April 5, have already 
| come from such widely separ ted 
points as California, Florida nd 
|New York. The winning woman 
| will be honored at the annual « on- 
vention of the Federation in lios- 
ton in May. 


Offers “Business Court” 


The Advertising Club of St. Louis 
will present a novel type of dinner 
meeting March 18 when it presents 
a “court of business inquiry.” Busi- 
ness leaders, educators and adver- 
tising leaders are being invited to 
hear Dr. Harold D. Lasswell, politi- 
cal scientist now engaged in special 
research work at the Library of 
| Congress, and other participants in 
| the “court.” 


| = SY 

‘Henry to MacLaren 

Jack Henry, formerly with N. W 
Ayer & Son of Canada, Toronto, has 
|}joined the head office staff of 
| MacLaren Advertising Company 
| Toronto. 


WHEN BASED 


A manufacturer of electrical equipment needed a 


of customers. 
were entirely different. 


discovered. 
oped. 


its whole history. 


‘ Many agencies set aside a part of every advertising 
budget for marketing research. 


good business to spend 


most effectively. 


. 
RE Se «Sk 


e May we show you how 
1 advertising sell more? 
1 

a 


ADVERTISING COPY CARRIES 


new advertising campaign. 
to both homes and industries had been low. 
basic selling appeals were the same for both types 
But the applications of the products 


A complete analysis was made of both markets. 
New, striking and dramatic advertising appeals were 
A new sales presentation was devel- 


Sales increased immediately. 
following year, that firm had the highest sales in 


That manufacturer's agency now builds every piece 
of advertising and every salesman's presentation on 
sound, practical research. 


tion to guarantee that the other 98°/, will be spent 


C. C. CHAPELLE 


Marketing Research and Merchandising 


540 North Michigan Ave., Chicago ¢ Whitehall 7710 


Phu 


ON RESEARCH 


Sales of their appliances 


The 


In fact, during the 


They believe it is 
up to 2°, of the appropria- 


practical research will make 
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INCOME IS UP 
INCOME PAYMENTS 
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fers that, through the radio broad- 
casts, their ““Ma Perkins” has taken 
on a certain degree of realism. In 
the phraseology of the complaint: 

“The dramatic content and the 
character presentation in said 
broadcasts have been so realistically 
depicted and have extended over 
so long a period that the public 
generally, and particularly house- 


harmful or detrimental to the pub- 
lic generally or to any person listen- 
ing to said program, so that the fic- 
titious character ‘Ma Perkins’ has 
acquired a high reputation for wis- 
dom, common sense and _intelli- 
gence, and has become property of 
plaintiff of inestimable value.” 


Pellegrin to NAB Post 


Oneida, N. Y., March 13.—Humor- 
ous illustrations by William Steig 
point up the new advertisements of 


Steig Drawings 
Feature Oneida 
Silverware Copy 


were first presented at the recent 
Oneida salesmen’s convention and 
the 1941 advertisements are to ap- 
pear in Institutions, where they will 
reach hotel, restaurant and institu- 
tional buyers. Reports indicate that 
the use of cartoons to illustrate the 
advantages of silverware has 
brought both surprise and results, 
in the form of a lively jobber in- 


, ,; Oneida Hotel Plate, silverware that 
DECEMS QELEPS OR | wives, have come to regard the fic- Frank E. Pellegrin, general sales boasts of “Extra Protection at the *— “6 Cie aie ibn in Hs 
1940 : <}| titious character ‘Ma Perkins’ as a and promotion manager of the Cen- Vital Spots. waded OMINS, SRL., VUCH, IS te 
LACH SYMBOL EQUALS ONE BILLION DOLLARS | specific person, follow her advice, tral States Broadcasting System, Scenes showing little Johnny agency. 
(__. + | imitate her, and seek her counsel. operator of KOIL and KFOR, sewing shoulder pads on his foot- oe 
Januar income for the country is up | Plaintiff has at all times exercised Omaha, and KFAB, Lincoln, Neb., pall sweater, or putting a board 4 
about 400,000,000 over the previous extreme care to present ‘Ma Per- has been appointed director of the over the “vital area” for a prospec- Moss Brothers Appoints 
year ording to this Bureau of For- kins’ as a wise, intelligent and new department of broadcast ad- tive trip to the woodshed with Moss_ Brothers Nut Company, 
eign «1d Domestic Commerce chart. lai oo Ki Pires ART ige d ue id vertising of the National Associa- ~ elit eecilenaiek ai hically the Philadelphia, has appointed The 
i, |p ain-speaking woman and to avoid | tion of Broadcasters. He will as- er, emphasize graphically the Clements Company, Philadelphia, to 
presentation of any matter or state-| sume his new duties at NAB head- theme of the Oneida campaign. handle its advertising. Newspapers 


quarters in Washington April 1. Reproductions of the Steig drawings | and radio will be used 


| me ‘hich might be in any manner 
Dg G Sues Baker p W : 


to End Use of 
Ma Perkins Name 


Buffalo, March 12.—Preliminary 
papers in an equity action for dam- 
wes and an application to restrain 
use the trade name have been 
filed federal district court here 
by Procter & Gamble Company 
iainst Ma Perkins Pies, Inc., local 
Dane y 

| The local organization was begun | 
is a partnership in February, 1939, | 
ind subsequently was incorporated, | 
wecording to the P & G complaint, 
© which also reports that efforts to 
nduce both the partnership and 
p the corporation to cease use of the 
; Perkins” name have been un- 


noe 
Va lk 


Asserting that P & G has for more 

» than seven years built newspaper 
f and radio advertising around the 
. @ character of Ma Perkins, the com- 
i] plaint says that “there was and could 
yf be no other object in the said acts 
n of the defendants, except a purpose 
iefendants to use the trade prop- 

ty of the plaintiff for its own 
benefit, more particularly as_ said 

V defendants is designed to 
> nd deceive the particular sec- 
M ns of the buying public in the 
ame commercial ‘ield in which 
plaintiff's said de property, 
ereinbefore set forth, had long 
been built up and utilized by 
the plaintiff.”. Ma Perkins is fea- 
tured in a 15-minute daily strip 
over NBC Red for P & G’s Oxydol. 


as 


Has Develoned Realism 


“Said acts resulted in great and 


irreparable damage to the plaintiff 


and in gain and profits by the de- 
me fendants wrongfully as the result of 
* 
m™ )) the said appropriation by defend- 


ints of the good will, business repu- 
tation, trade property and individ- 
uality of the plaintiff, each of said 
x icts constituting unfair competition 
7 n trade, deception of the public and 

nterference with plaintiff's business 


ind individuality in eyes of the 
public, and efforts to gain wrongful 
profits thereby,” the complaint says. 
Anticipating the defense that 
there can be no infringement on a 


mythical character, the plaintiff in- 


t 


about world events, Mrs. Smith’s baby, and what 


e¢ evening: to buy. 114,940 home delivery subscribers pay a 
schedul each “ ai mh ret 
-, 408, 5* homes premium of 5e a week to insure The TIMES 
- eshte visit every evening. 
«Latest ave ‘ 
ir lation, var 7 hl .Cr ’ ° ° : 
—— paren The TIMES family influence is well known to 
“anil local advertisers. In February they placed more 
linage in The TIMES than any other Chicago 


evening newspaper. 
In a large metropolitan city people are careful 
about opening their doors—especially the door 
to their home. The welcome mat is extended only 
to that select group known as “friends of the fam- 
ily--the trusted few whose presence is always 
enjoyed. 


Why not take advantage of the welcome Chi- 
cagoans extend The TIMES and have a “friend” 
deliver your message / 


THE i) TIMES 


CHICAGO'S FICTURE NEWSPAPER 

NATIONAL REPRESENTATIVES 

SAW YER-FERGUSON-WALKER CO. 
NEW YORK DETROIT CHICAGO 


408.925 families now open their doors each eve- 
ning to The TIMES more than ever before. 
They have issued The TIMES a standing invi- 
tation to come every evening—to tell the family 


Kay ‘ale, Gen. Mar. 
1000 Watts - Dial 1050 
SD 


R.J. BIDWELL 
SAN FRANCISCO 


N. ANGIER 
ATLANTA 
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Personality Gets 
Play in Paint 
Drive by Gypsum 


Chicago, March 13.—Emphasizing 
interior decoration as a “personal- 
ity” background, United States 


Gypsum Company will strike a new 
note in paint merchandising with 
the launching of its spring promo- 
tion for Texolite paint in five maga- 
zines. 

The campaign 
the Texolite Color-Type Guide, a 
patented visual which enables the 
consumer to choose the correct 
shade or tint of paint for each color 
type. 

Captioned “Decorate Your Rooms 
with Colors That Compliment You,” 
the full-page four-color copy fea- 
tures an illustration of a girl’s head, 
superimposed on a picture of a 
room. Copy describes the brown- 
haired girl as the all-American type, 
while smaller illustrations depict 
the correct color background for 
the other four color types—the Sil- 
ver Gray, Redhead, Brunette and 
Blonde. 

Consumers are advised to obtain 
the Texolite Color-Type Guide and 
also a Deep Color Mixing Chart 
from their local dealers. A coupon, 


will be keyed to 


for consumers whose paint dealers 
do not carry Texolite, is included 
in the copy. 

Copy will break in the April 
issues of American Home, Ladies’ 
Home Journal and Woman’s Home 
Companion and in May issues of 
Better Homes & Gardens and Mc- 
Call’s. Buchen Company is the 
agency. 


Tell Wall Paper 


Story in Films 

National distribution will follow 
dealer showings of a talking film 
glamorizing the middle man_ be- 


tween wall paper manufacturers 
and home owners—the man who 
hangs the paper on the wall. 

The sales promotion movie, pro- 
duced by Chicago Film Labora- 
tories, Inc., is part of the new cam- 
paign started by United Wall Paper 
Factories, Inc. Within a few weeks 
of its release, it had been shown 
to several thousand paper hangers, 
presenting United’s own story as the 
company believes it should be told 
to customers by the decorators 
themselves. 


Chapple to San Gabriel 

Paul Chapple, business manager 
of the Daily Press, Ashland, Wis., 
has been named advertising director 
of the San Gabriel Temple City 
Newspaper Company, San Gabriel, 
Cal. 


LeBlond Uses Mural 
Art in Promoting 
lts Machine Tools 


Cincinnati, March 13.—Airbrush 
drawings regarded as outstanding 
examples of mural art go hand in 
hand with copy presenting products 
of the R. K. LeBlond Machine Tool 
Company in a new 72-page book, 
“America Sings.” 

The theme of the volume is built 
about a Walt Whitman poem, “I 
Hear America Singing,” and is in- 
terwoven with a two-fold purpose: 
to present pictorially and verbally 
the challenge now facing industrial 
America, and to depict the complete 
line of LeBlond lathes. 

The LeBlond book is free from 
the stilted restraint of many machine 
tool catalogs, but it presents com- 
plete technical information in 
simple terms. The same policy in- 
spired publication of the company’s 


book, “‘What Makes Main Street,” 
in 1937. Readers are reminded, 
though, that since 1937 spreading 


wars have brought America face to 
face with a future that will chal- 


see 


; Y 
asketc 
X 


f 1,000,000 


E’LL let Governor Saltonstall of Massachusetts define the 
Boston market. In his words, “BOSTON IS THE BREAD 
BASKET OF 3,000,000 PEOPLE WITHIN 30 MILES OF 
THE STATE HOUSE.” 


That makes Boston one of the three largest *‘Bread Baskets” in 
the whole United States. 


Making sure your product is “tin the Basket’ is not enough. 
You have to tell these 3,000,000 people, if you want them to 
buy a particular brand. 


WBZ, the most persuasive selling voice in Boston, does it in 
a breeze with 50,000 watts! It’s the one unfailing medium to 


step up your sales throughout this high- 
yield market . . . to put your product 
the bread basket of 3,000,000 


into 


consumers. 


Proof? That’s easy, too... if you'll just 


inquire at any NBC spot sales office. B 
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WESTINGHOUSE RADIO STATIONS 
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lenge all ingenuities, and that “the 
next few years will witness the 
growth of a changed _ industrial 
front, the like of which America 
has never’ known.” **America 
Sings,’”’ the company declares, “is 
not a chant of superficial joy but a 
song of courage, a song of faith.” 


Nine Airbrush Murals 


The catalog portion of the vol- 
ume, showing the complete line of 
LeBlond lathes and features of con- 
struction and design, is printed let- 
terpress. The editorial portion is 
printed by offset lithography and 
includes nine 17 by 11-inch air- 
brush murals in three colors, by 
Ceyler & Ozier. 

Company messages on the mural 
pages point out that machine tools 
are devoted to the arts of peace but 
must first be turned to the arts of 
national defense; and that America 
then will continue to seek improve- 
ment of its domestic well-being. In- 
dustry is reminded that increased 
production and lower costs are over- 
shadowed by the fact that seven out 
of ten machine tools are ten years 
old or older. “Too many machine 
tools today,” the book declares, “are 
too old to do today’s work.” 

The book is being promoted by 
keyed advertising in business 
papers and later will be promoted 
by direct mail to customers and 
prospects. Perry-Brown, Inc., Cin- 
cinnati, is the agency. 


Offers Design Service 


Jenks, Knipschild and MacCowan, 
Inc., Chicago, has been organized to 
offer industrial design service to 
manufacturers, with offices and 
studios in the Mather Tower, 75 
East Wacker drive. Roy W. Knips- 
child heads the new company. Al 
Jenks and Hervey L. MacCowan 
are vice-president and treasurer, re- 
spectively. Henry Olczak, formerly 
copy chief of the Rosenow Com- 
pany, is secretary and copy chief. 


Agree to Change Copy 

Consolidated Royal Chemical Cor- 
poration, Chicago, and Benson & 
Dall, Inc., Chicago agency, have en- 
tered into stipulations with the FTC 
agreeing to cease advertising cer- 
tain claims about Zymole Trokeys, 
medicated lozenges sold by the 
company. 


Starts House Organ 

The Porter-Cable Machine Com- 
pany, Syracuse, N. Y., has inaugu- 
rated a house organ, called the 
“Porter-Cablegram.” S. S. Mellor, 
advertising manager, is editor. 


—_ => 


Treasury Starts 
Sale of Defense 
Bonds on May | 


Washington, D. C., Marc} 
Secretary of the Treasury 
Morgenthau, Jr., revealed at ; 
conference here that sale of d 
bonds will begin May 1. Pre 
Roosevelt is expected to pu 
the first bond. 

Mr. Morgenthau also. de 
that a Treasury Official wil] ad 
the bond sales drive in each t 
and that local committees 
enlisted to arouse general ent 
asm. Department stores may 
sell the bonds, he said. No 
pressure tactics will be used. 

When asked if advertising s 
to that used for the Victory 
Liberty Loan drives of the irs 
world war would be emp) yeg 
again, the Secretary gave no h of 
the promotion methods to be ed 
He did say that appeals to pat 
ism will be made. He also reve jeg 
that the Treasury has already re- 
ceived from artist Howard Cha) {le 
Christy a painting of a wo nan 
draped in the American flag, « nti- 
tled “America Speaks,”. for us: | 
connection with the sale of be ids 


N. Y. Group O. K.’s 
Apple Tax for Ads 


The western New York joint | :uit 


committee of the State Horticu | ure 


Society has given its qualified en- 


dorsement to a one-cent per b f 


state tax on apples for use in ad- 


vertising the fruit. 

The approval hinges, accor ir 
to committee chairman E. D 
rill, on two qualifications: that the 
tax be administered by gro 
representatives and that the | 


lative bill be submitted for con-sid- 


eration of the growers through n 
bureau units. A similar comm tte 
representing eastern New York ha 
endorsed the tax plan. 


Display Food Moves 


The Display Food Company 
maker of animated displays for the 
dairy, ice cream and _  beverag 
trades, has transferred its quart 
from St. Paul to larger space at 5] 
First avenue, North, Minneapo 


Issues New Rate Card 


What's New in Home Econ 
has issued a new rate card ¢: 
for new rates beginning with th 
September, 1941, issue and a 
mum guaranteed” circulatior 
28,500. 
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says Everett L. Balzer 


” 


The prolific sun-drenched San Fernando Valley | 


vides sprawling Los Angeles with much of its fruit 


produce. And groceryman Balzer supplies San Fer 


do Valley families with much of their grocery ne 


Asked about radio influence in Az section ot 


rich Southern California market, he names KNX 


Number One Choice 


He énous what KNX has 


to establish brand preferences among his castor 


LOS ANGELES 


COLUMBIA'S STATION FOR ALL SOUTHERN CALI! 


Owned and Operated by the Columbia Broadcasting System « Represented by RA! 


People on the sales front kre’ 

from actual consumer con! «' 

that brand preference swin: 

KN X-vertised produc ts 
Naturally, the station list 

to by most people affects th: 

ing habits of most people 
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can tell you 
where to buy 


POSTERS 


The shrewd advertiser knows that prize-winning 
art deserves prize-winning lithography. The best 
award for any advertiser is favorable public re- 
sponse... and after all, that results from the fact 
that people see your posters on the panels... 


Or do they? That depends, doesn't it, on the 
reproduction of those posters ... and that is 
definitely a matter of lithography as well as art. 


The shrewd advertiser knows that he can depend 
on “U-S” for lithography which—for the full life 
of the showing—does full justice to the idea 
and the art. _— i 
wit plant Ky noob Oe " 


a Outdoor rs 
tron ot — other poster 


wae A// the posters illustrated on this page were reproduced by “lS 


Inc 
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This desig” Macho raphy 
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This poster (J. Walter Thompson Co., agency) helped move 
Washington's apple crops. The same art was also used for 
store display material made by the “U.S” Erie Plant 


PLANTERS 
=? PEANUTS 


This design won first honorable mention in the Eleventh Annual 
Exhibition of Outdoor Advertising Art. Agencies: N. W. Ayer & 
Son, Inc., and McCann-Erickson, Inc 


Timed for baseball season, this poster carries a year-round appeal 
which ts irresistible to any man. Agency: Leanen & Mitchell, Inx 


‘a 


This design, one of a number of 1940 ESSO posters reproduced by 
U-S", was among the “Hundred Best Posters” in the Eleventh 
Annual Outdoor Exhibition. Agency: McCann-Erickson, Inc 


This poster introduced the summer delights of iced coffee to 
Qcountless mew users. Agency: Arthur Kudner, Inc.. for the Pan 
American Coffee Bureau 


This design was also judged to be among the “Hundred Best 
Posters” in the Eleventh Annual Exhibition of Outdoor Advertis 
ing Art. Agency: |. Walter Thompson Co 


-METATES PRINTING & LITHOGRAPH COMPANY 


AND DIVISIONS 


nother of the “Mundeed Bew Posters” in ehe Fievenh Anmar  PlaNtS at CINCINNATI - BROOKLYN - BALTIMORE - ERIE,PA.~ ST. CHARLES, ILL. 


Exhibition of Outdoor Advertising Art, this is one of a series re 


produced by “US” for Dr. Pepper. Agency: Tracy-Locke-Dawson HOME OFFICE 341 BEECH STREET + CINCINNATI, OHIO 
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Individual Display ADVERTISEMENTS 


In 1940 ADVERTISING AGE carried 2,983 individual display 


advertisements for 398 advertisers! 


That's a lot of advertising, topping everything else in the field by a 
wide margin. 


Not only was our total linage of 1073,403 over 150 per cent greater 
than that of any other advertising journal, but we carried over 1,000 
more display advertisements than any other publication in the field! 


Thus more advertisers entrusted more sales messages to 
ADVERTISING AGE, by more than 1,000, than to any other pub- 


lication reaching national advertisers and their agencies. 


This is a remarkable evidence of advertiser acceptance—based on 
parallel reader acceptance. Five readership surveys made in 1940 
put ADVERTISING AGE in first place among all general adver- 
tising publications, and two surveys made thus far in 1941 have 
had the same result. 


That’s why it is the customary thing for advertisers to say, “My 
copy in ADVERTISING AGE produces definite results,” and “You 


are carrying this schedule exclusively because you are producing 
tangible returns.” 


When readers and advertisers agree, the medium has to be right! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


NEW YORK CHICAGO ATLANTA 
330 W. 42ND ST. 100 EAST OHIO WALTON BLDG. 


LOS ANGELES SAN FRANCISCO 
GARFIELD BLDG. RUSS BUILDING 
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_ —— NEW THEME. ‘Li : F ‘ and outdoor portions of the account, 
Our O n L ] Q . ife with ather while radio is directed by Mar- 
Ww egqa ulZ hbhGS22222225222222522232555332232255552000558-) schalk & Pratt. 
| & LIFE WITH FATHER | Is Theme of Esso | The promotion received a unique 
’ . p “4 - i. TT — ’ . ’ - 
Answers to Readers’ Legal Questions : 4 Oj B D : sendoff here Tuesday when several 
3 Q rE * * FX 3 il urner rive | hundred members of the oil burner 
. & | ‘isi *s Si Ss Sli < > > H 
es By HARRY HIBSCHMAN > ob St» | New York, March 13.—Many of | divi ion’s sales staff attended a 
> bts piles tant ee Geneanal te | Life with Father” skit, written by 
[Eiitor’s Note: The _ following|insofar as it guarantees that no - ery Fath - a - . snag © | Howard Lindsay and Russell 
ques. ons have been submitted to | man shall be deprived of his prop- 4 res bay 7 . ( bee . a -— wwree 'Crouse, authors of the play, and 
Mr. [[ibschman by readers of Ap-|erty without due process of law. . ee cgpreiieded will be repeated | acted by members of the Broadway 
verTisING AGE or by members of |For the right to offer the property ; | in newspaper copy, on the air and | cast. The skit dramatized the forth- 
sudic ces of advertisers, advertising for sale is a necessary incident and on outdoor posters this spring, | coming campaign. 
port ind businessmen in general | ©lement of the right to own and when Standard Oil Company of 
ye |deal in property commercial in its New Jersey sponsors a $200,000 oil 


whic: he has addressed recently on 
the Fucifie Coast. Additional ques- 
tions Of general interest are wel- 


come, and will be dealt with in 
subse quent discussions. ] 

Question 1. Does the owner of a 
yaintng or other work of art have 
the rght to consent to the use of a 
reproluction of it for advertising 


purp ses? 
Answer 1. Yes, unless it was 
copyrighted by the artist before it 


was sold. However, if the artist 
was commissioned to produce the 
work, he cannot copyright it in his 


wn name unless he so stipulated 


with his patron in accepting the 
commission. One of the leading 
cases on this subject involved a 


mural on the wall of a school build- 
ing in Brooklyn, which the artist 
had attempted to copyright. It was 
eld that his efforts to obtain a 
copyright were ineffectual. 

Question 2. Suppose the 
still owns the 
na gallery where it is offered for 
sale. May a visitor take a photo- 
yraph of it and use the photograph 
for advertising purposes? 

Answer 2. No; a person taking a 
picture of a work of art under the 
ircumstances stated has no right 
to use it for any purpose except to 


ceep it for his own pleasure. The 
rtist has a common law property 
ight in his work until it is pub- 


ished, and no one has the right to 
nake a copy of it, by camera or in 
ny other manner, without the 
irtist’s consent. And mere exhibi- 
tion in a gallery for the purpose of 
finding a purchaser is not a pub- 
cation such as is required to termi- 
nate the common law right. 
Question 3. There is a definite 
ovement by municipal authorities 
totry to get around recent decisions 
fthe United Supreme Court relat- 
g to the distribution of handbills 
, the passage of a uniform ordi- 
limited to commercial adver- 
ing The following news item 
efers to such an ordinance: 
“An ordinance placing a ban on 
ttering the streets with 
al advertising handbills was 
jopted yesterday by unanimous 
ite of the city council. 
“The ordinance exempts political, 
eligious, sociological tracts and 
those relating to labor disputes and 


ince 


tional and international affairs.” 
Is uch an ordinance constitu- 
Answer 3. With regard to ordi- 
inces of this kind attention may 
ell called to an editorial that 
peared in the Feb. 24 issue of 


\DVERTISING AcE. It is one of those 
itte which, as there stated, may 
limited in its direct effect to a 
ngle medium or interest but which 
ider implications threaten 
a and all interests. It can- 
said too emphatically that 
1 advertising interest as 
ught to fight every move- 
legislation of this kind 
ignt take the initiative in at- 
every ordinance of this 
merely for the 
: ectly affected, but for the 
ie preservation of our con- 
| rights 
Ane swer is that an ordinance 
hg it an offense to litter the 
or streets of a city in any 
‘ner, by throwing away a piece 
undoubt- 


pe: of any kind, is 

1e power of a city council 
! But any ordinance that 
PU to put advertising matte) 
Clos different from political, 
“SUS Or sociological tracts and 
‘Ohi>it its distribution on the 
sidewalks is clearly and 
~Uve'y unconstitutional. Adver- 
"8 motter is as definitely pro- 
the free press provision 
of Rights as any othe: 
iter. But it is protected, 
by the 14th Amendment 


nature. The constitutional protec- 
tion that makes ordinances of the 
kind under discussion invalid is, 
therefore, two-fold at least. No one 
should submit to them if able to 
bear the expense of a legal contest 
to test their constitutionality. 

Question 4. In your articles on 
IDEAS you suggested that letters 
submitting ideas should be returned 
without being read further than 
necessary to discover their character. 
Isn't there an objection to this in the 
fact that, if the party submitting the 
idea later brings suit, you have no 
proof that the idea he claims to 
have been filched is the one he actu- 
ally submitted? 

Answer 4. Yes, there is a real 
objection of that kind. On further 
thought I am inclined to believe 
that the head of a Seattle advertis- 


|ing agency follows a procedure that 


artist | 
work but exhibits it | 


| practice: 


commer- | 
| which only 


is better 
Believing 


than the one I outlined 
that it is necessary to 


keep the letter submitting an idea 
in order to prevent a subsequent 


claim that a different one was sub- 
mitted but realizing that in 
cases involving ideas it is always a 
crucial question whether or not the 
letter submitting the idea claimed 
to have been stolen was available 
to those responsible for the alleged 
infringing copy, he adopted this 
Every letter containing an 
idea is sent directly to his own desk: 
he answers it stating that no ideas 
submitted by outsiders can be con- 


also 


sidered for any purpose: and he 
then takes the original letter and 
his answer to the office of his at- 


torney, where it is put in a special 


file in the attorney’s private vault 


This serves the double purpose of 
preserving the correspondence for 
future use, if necessary, and of re- 
moving it from the agency office 
and making it inaccessible to all 
members of the staff, except the 


head himself and the attorney. 

It strikes me that a better plan of 
procedure would be to have a spe- 
cial locked file in the agency’s own 
offices for all such correspondence to 
one person, and he not 
a copywriter, would have the key. 
In case of litigation, the custodian 
of this file could testify to the in- 
accessibility of its contents to other 
members of the staff, and the 


|}agency’s attorney would not be put 


sake of | 


in the position of having to become 
a witness himself 

Question 5. Have many advertis- 
ers been compelled to pay penalties 
for failure to comply with cease and 
desist orders issued by the Federal 
Trade Commission? 

Answer 5. I cannot give the 
number. But I know of two cases 
in Chicago where penalties of $2,000 
were imposed; and within the last 
few months penalties of $1,000 have 
imposed in each of three 
cases in the federal district courts 
in New York, in Massachusetts and 
in Louisiana Two of the latter 


been 


cases involved candy lotteries, the 
other, alleged water-proofing com- 
pounds 


——— 


| Expect 60 Exhibitors 


| tising Club of St. 


| printers, 


at St. Paul Display 


The 
Display, 


annual Visual 
sponsored by the Adver- 
Paul, will be con- 
3 and approximately 
including agencies, 
engravers, artists and 
advertising school exhibitors, will 
use panels to show their work 

Col. Willard Chevalier, publisher 
of Business Week, will speak at a 
dinner closing the display 


Advertising 


ducted 
60 


April 2- 
entrants, 


Meredith to Boyce 


George F. Meredith, formerly 


with the John B. Shaw agency, has 
joined the staff of Maynard Boyce, 
Inc., transit advertising, Los An- 


geles, as actount executive. 


burner campaign in 
Esso marketing area. 
tion represents the most 
}extensive tie-ins between a major 
advertiser and a current Broadway 
hit in merchandising history 
Throughout the campaign situa- 
tions taken from the play will be 
; | preserfited to portray Father’s reluc- 
; | tance to keep pace with the times, 
‘ |spend money or add to the comfort 
of the household. In each instance, 
of course, the acquisition of an 
oil burner is offered as an 
answer to the dilemma in which 
{| Father finds himself. 
And sup Copy featuring this theme 
appear in 72 newspapers 
be repeated on news broad- 
casts over 13. stations. Outdoor 
‘advertising will also be used during 
the six-week campaign McCann- 
|Erickson handles the newspaper 


the 18-state 
The promo- 
one ofl 


Mild liiiliis 


£D AND FUELEO OF 
fF £580 GaSOUINES 


TELEPHONE NUMBER 


CAL IMPRINT 


: | Esso 


will 
and will 


Esso 


Esso will depict scenes from "Life with 

Father’ in a new campaign for its oil 

burners. Newspaper copy like this will 
be backed with radio and outdoor. 


Wakeford Appoints 

Burns & Potter, Chicago, has been 
named to handle advertising and 
merchandising of Wakeford Hard- 
ware Corporation, Chicago retailer. 


Name Wesley Associates 
Marcus & Co., New York jeweler, 

has named Wesley Associates, New 

York, as its advertising counsellor. 


ECONOMICAL REPRODUCTIONS 
BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.63 
additional 100's 22c—All sizes 


. 
Free Descriptive Manual; Complete Price 
Schedules Available. Ask For Them. 


LAUREL PROCESS co. 


480 Canal Street, N.Y.C. WaAlker 5-0526 


make the 


SMOKE STACKS are writing dollar 
signs across the sky! 


being spent 


Men are earning more than they've 
ever earned before, in Atlanta, Boston, 
Philadelphia, Pittsburgh, and dozens of 
other Transitads’ cities! Orders flowing 
in have swelled their wages by addi- 
tional millions. And these millions not 
only are being earned—they’re being 
SPENT! 

Yes, millions are being spent by 
those with the money. Men—who ride 
buses, street cars, subways, and ele- 
vateds to and from work. Howsewives— 
who ride buses, street cars, subways, 
and elevateds to and from shopping 
centers. Children—who ride buses, 
street cars, subways, and elevateds to 
and from school. In short, millions are 


and here’s the low-cost way to 


most of it! 


by a// members of those 


families directly benefited by this flow 
of new wages. 

Most important of all, practically all 
of these people— and millions of others, 
too—are reached by NATIONAL 
TRANSITADS—for this is the circu- 
lation that catches the added wages. 
They're reached day in and day out, 
24 hours a day, through large, illumi- 
nated, full-color ads. Yet the cost of such 
effective advertising is the lowest of all 
major media—averaging Five Cents per 
thousand circulation. 

Today, investigate the tremendous 
profit possibilities that now await you 
in NATIONAL TRANSITADS. Write, 
phone or wire your nearest NATIONAL 
TRANSITADS'’ sales office now. 


Sales Offices in 32 Leading Cities from Coast to Coast. 
Addresses in Standard Rate and Data Service. 


écrit TRANSITAD 


S re 


NEW YORK: 10 East 40th St, 


CHICAGO: : 400 


N. Michigan Ave. 
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March 17, 194; 
| issue of Time, we ran for the Air 
| Transport Association a two-color ( 
M4 4 ad titled “Right in your own back 
o1ice oO e vertiser |yard!” Please note the general ar. J 
| rangement, position of the map, de. \ 
This department is a reader’s forum. Letters are welcome. tails of the fence, etc., but especially s 


| the headline. c 


CHILDREN 


yous Fest-l 


The question was asked on a 
program: “What is the 
difference between a house 


radio 


and 
a home?” 


There was a certain confusion 
of answers until the man who 
asked the question finally an- 
swered it in one plain, blunt 
clear as a bolt of light- 
“CHILDREN.” 


word, 
ning 


Home is a complex and compli- 
word. It brick and 
is husband and wife; 
it is children. 


cated is 


stone; it 


Look into the Catholic home 

where respect for marriage and 
family is greatest; di- 
vorce has no where 
Church the that 
binds a family into a whole and 
wholesome unit, 


where 
place; 
is cement 
permanent and 
progressive, alive and active. 
The ONE 
that buy 


MILLION 
and read Our 
and The pre- 
sent an opportunity for you to 
your 


families 
Sunday 
Visitor Revister 


see sales increase stead- 


ily, loyal 
customers pocket- 
books for to 


your advertising in these Sun- 


and 
their 
in 


as appreciative 


open 


you response 


day papers. 


Send for a copy of “Why Should 1?’’—the 
booklet of facts about this market and 
these papers. 


000 


AT CULATION 


BAY VISITOR 
” gyn sud 
we THE REGISTER 


C. D. BERTOLET & CO., 


INC. 


ADVERTISING REPRESENTATIVE 
, 30 N. Dearborn CENtrol 0481 
iia CHICAGO, ILLINOIS 
¥ e 
NEW YORK OFFICE 
a Room 807 110 E. 42nd St. 
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No Answer to 
NARD 78-Page Brief 


To the Editor: In supporting the | 
fair trade movement, we believe we | 
are fighting your battle as well as 
our own. Fully as much as the in- 
dependent retailer, the advertising 
fraternity should be interested in 
protecting nationally advertised 
brands against the depredations of 
the class of merchants who are of- 
fering national brands at less than 
the cost of producing and distribut- 
ing them, not in order to increase 
the distribution of those brands but 
in order to attract trade for other 
merchandise. By destroying the 
established values of branded mer- 
chandise and the good will created 
by advertising, these merchants are 
destroying the value of brand ad- 
vertising as such. 

We believe, therefore, that you 
will want to correct the mistaken 
impressions your readers must have 
gotten from your news story ‘“Mil- 
ler-Tydings Repealer Is Introduced 
in Congress,”’ which appeared in the 
March 10 issue of ADVERTISING AGE. 

You state: “The NARD’s 78-page 
brief replying comprehensively to 
the memorandum already has won 
an answer from the U. S. Bureau of 
Labor Statistics which says in part, 
‘Unfortunately the brief of the asso- 
ciation fails to point out the specific 
conclusions or inferences to which 
objection is raised’.” 

The fact is that no one has at- 
tempted to answer the 78-page brief, 
which was an answer, not to the 
monograph of the Bureau of Labor 
Statistics but to Assistant Attorney 
General Arnold’s demand for repeal 
of the Miller-Tydings Act and to the 
memorandum of Mr. Corwin D. 
Edwards appended thereto. 

The document to which the Bu- 
reau of Labor Statistics refers is a 
previous memorandum submitted by 
our Washington office over a month 
ago, which was very short and 
which admittedly did not pretend 
to be a comprehensive defense of 
fair trade, but merely commented 
on some statements made in the 
Bureau’s monograph. 

Our complete presentation of the 
ease for fair trade was withheld 
until a recommendation for the re- 
peal of the Miller-Tydings Act 
should come from some government 
department. That presentation has 
not yet been answered; and whoever 
attempts to answer it will find that 
he cannot dispose of it by a cate- 
gorical assertion that it does not 
meet the issue. 

We feel that because of its impli- 
cations to national advertising, fair 
trade should have the full support 
of ADVERTISING AGE and all who are 
interested in advertising. 

I am enclosing a booklet just off 
the press this morning, which has 
been prepared for national distribu- 
tion and which we believe you will 
find interesting. 

THEODORE CHRISTIANSON, 

Public Relations Counsel, Na- 

tional Association of Retail 

Druggists, Chicago. 


Mennen, Stoopnagle, 


Ross, and Confusion 
To the Editor I write this note 


on behalf of four somewhat bewil- 
dered gentlemen who have’ been 


‘FACES STRAIGHT, BUT 


WOBBLY WARBLING AT ITS WORST 
Sen 


ere should be f lind 
Our photograg# shows 
right) Lanny®Ross (b 
Sam Vieterich> vice-pre 
Mennen Company: Ale 


Ric op 


and 


ent 


EM 
De TER 


The caption on this picture, reading 
‘from right to left,” 


in here about 
n impromptu si 
courtesy of his 


Reed, Mennen announcer 


“from left to right,” 
and as a consequence the quartet seems to have been having 
some trouble getting itself straightened out. 


NAMES BACKWARD | 


Law 
OS$ 


| 
| 


fen Will Be Mennen, GGt we'll skip that. 
sing {7} episode in fhe life of (left to 
onsor, Franco-Afmerican spaghetti); 
Miller g manager of the 
famous Col. Lemuel 


John 


advertis 


and th 


©. Stoopnagle } es! , 


should have read 


Mennen comedian, whose natural 
habit is to get things upside-down | 

. was captioned correctly. 

To top the turmoil, S-E-M Die- 
terich’s first mame was_§ spelled 
“S-a-m” (but with  Dieterich’s 
“Sem” instead of “Sam”. and | 
the writer’s “Samm” instead of | 
“Sam”... perhaps it is understand- 
able why editors sometimes go| 
wacky when wading through Men- | 
men photo and story captions!). 

Here’s the right of it on the pho- | 
to:—starting from left . Alan 
Reed, John Miller, Sem Dieterich, 
Lanny Ross, Col. Stoopnagle. Please | 

. may they go to their own homes | 
now? 

Judging by the kidding these fel- | 
lows have taken, your swell paper 
must have about 3 million readers! 

SAMM S. BAKER, 

H. M. Kiesewetter Advertising 

Agency, New York. 


v 


Who Done It First? 


To the Editor: “Who done it 
first?” has always seemed faintly 
foolish as a query about advertis- 
ing campaigns, particularly if one 


oo Get Not! but 5 Forms of Control in the 


NEW faTLOR FULSCOPE CONTROLLER 


‘the 


eae. | 


wandering around with severe 
cases of mistaken identities since 
your issue dated Feb. 17, 
These gentlemen appeared in a 
photo in the bottom left corner of 
|} your ‘Photographic Review” page 
ln > oe . they 
quite completely by your 
Lanny Ross_ suddenly 
that he weighed some 220 Ibs 
looked remarkably like Alan Reed 
while the latter was not dis- 
pleased that he had apparently as- 
sumed the handsome countenance 
of a tenor, and was singing for 
Franco-American spaghetti. Men- 
nen men Sem Dieterich and John 
Miller had changed bodies in the 
photo—much to the enduring be- 
wilderment of their respective sec- 
retaries, Only Colonel Stoopnagle, 


and 


appeared. | 


were capsized | 
caption! | 
discovered | 


First 
| tional 


“not | but 5° 
Provisioner 


copy used in Na- 
in November of last 
year. 


|is not apparently a copy of its sim- 
|ilar brother. 

So it’s not concern which prompts 
comment about your comparison 
(Page 30, March 3 issue) between 
the current campaign of our client, 
| Taylor Instrument Companies, and 
a campaign of Paterson Parchment 
Paper Company 

Taylor's “Not 1 but 5” theme 
idea was a natural selling point for 

its new Fulscope Controllers. The 

idea—words and music born 
last summer. Advertisements using 
it started to appear in November, 

1940, in a large list of trade papers 

In fact, purely as record, to am- 
plify your item about the two simi- 


Was 


lar campaigns appearing in succes- 
sive issues of National Provisioner 
—Taylor’s first advertisement in 
this series ran in the Nov. 30, 1940 
issue of that magazine. The first 
Paterson Parchment ad ran in the 
Jan. 18, 1941, !ssue. Which proves 
only one thing: it’s a darned good 
campaign, when it’s beloved by two. 

Incidentally, here’s that first Tay- 
lor advertisement. 

RALPH BENNETT, 
Batten, Barton, Durstine & Os- 
born, Inc., New York. 
v v ’ 

Plugging Truth 

To the Editor: Allow me to con- 
gratulate you on the truthfulness 
and accuracy shown in writing that 
recent article about running into 
book matches advertising “Snow 
Apple Pipe Tobacco.” 

I've seen the packet 
matches you mentioned, and your 
description of the matches as an 
“attractive packet” is fundament- 
ally and basically correct. I've seen 
book matches in question, and 
know whereef I speak. 

Yours for continued accuracy. 

WARREN FE. SCAMAN, 

Match Corporation of America, 

Chicago. 

P. S. We made those Snow 
book matches. 

[Editor’s Note: 


of book 


Apple 


We'll let you get 
away with your ingenious commer- 
cial announcement, Mr. Scaman, 
but we still don’t want our tobacco 


mixed with snow apples or any- 
thing else. |] 
v v v 

And Yet Again 

To the Editor: Here is another 
one of “those things.” 

In the Nov. 25, 1940, issue of 
Newsweek and the Dec. 16, 1940, 


| trade publications. 
| effective 


and 


Attached is tear sheet from the 
Feb. 15 issue of Sales Manage en; 
which shows our headline, ap, 
fence, and, in general, “our aq” 
They even have a flagstone ilk! 

One of the men in the ice 
thought we had loaned Mutua! oy; 
plates. 

I thought perhaps your re: ders 
would be interested in seeing this 
| similarity of layout and hear line 
which, of course, is just anche; 
| one of those coincidences which pop 
| up so frequently in advertisin; 

R. M. Coss, JR 

Erwin, Wasey & Co., Inc., New 

York. 

7 F.¥ 
Careful Records Make 
Unusual Copy Possible 

To the Editor: These dis lay 

ads about the first ten Caterp ‘lar 


diesels have attracted wide at 
tion, and have appeared in se\ 
The way 
selling material was 
sembled, and how it has been ; 


CATERPILLAR D/ESEL 


Careful sales and use records enabled 

Caterpillar to run this copy featuring the 

service records of the first 10 diese! 
tractors sold by the company. 


to use, makes something of a story 
that may be of interest to you 

In the first place, well-kept rec- 
ords are primarily responsible fo! 
this series of advertisements. Ow 
company keeps a “history folder” on 
every product that it manufactures 
this folder holds everything 
from the shipping report throug! 
the service delivery report to 
cessive service calls. It cont 
any changes in ownership, miscella- 
neous correspondence with owners 
etc. Such a file gave our advertis- 
ing department something to g 
in the preparation of advert 
material built around the long ! 
story. 

Advertising personnel] needed t 
keep everlastingly after the va. ious 
owners, however, to get up-to-dat 
operating statistics on the various 


ing 


machines. In some cases, this re 
quired a voluminous correspond: 
ence. In others, we had to do th 
best we could. In the case the 


— 


AIRLINE, NETWORK BACKYARDS LOOK ALIKE 


ren P LY 


Copy similarities without end pop up in the public prints. 
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vera! machines sold to a Belgian 
contractor, we relied on reports | 
from Caterpillar representatives in | 
that country, and from the dealer | 
who supplied the machines. These 


sources told us that they were still | 
operat ng satisfactorily for their 
origin. | Owner at the time of the 
invas. n Of the low countries. 


It happens that photographs 
ot too much of a problem, 


ere 
ras wen these tractors first went to | 
work. they were a_ revolutionary | 
type machine, and as a result, 
were ery much in the public eye. 


Actus |y, we already had action 
shots of the first ten machines in 
our | es; and almost all of the 
first However, in some cases, 
where the engine had outlived the 
tracto. and gone into other useful 
work, | was necessary to dispatch a 
photo rapher to the spot so that we 
might obtain up-to-date pictures. 
Although the display ads deal 


only with the first ten machines, 
our i ivertising department actually 
made a check on the first 25—and | 
found. incidentally, that all but one 
of these is still in active service. 
All 25 were featured in a direct 
mail booklet, and they are also 


featured in a current motion pic- | 
ture. In the cases of the movie, not | 


all could be covered with action 
film, but where this was not avail- 
able, we copied a still shot, and then 
photographed an owner’s letter to 
the company, setting forth salient 
facts such as operating § savings, 
hours of use, etc. This film is now 
on tour with our annual diesel 
shows, and will probably be shown 
to more than 100,000 persons in the 
course of the year. 
JacK How, 
News Bureau, Caterpillar Trac- 
tor Company, Peoria, III. 
v v v 


Willier Points to Wisdom 
of Voluntary Action 


To the Editor: Your issue of 
Feb. 24 carried a very small article 


entitled “Ask N. Y. Consumer 
Dept.,” to the effect that a New 
York senator is sponsoring a bill to | 


up a 
the State of New York. 
such bill has since been introduced. 
A. A., March 10.} Could it possibly 
a hunch, or was it just 
plain logical reasoning that caused 
me, in the plan I submitted in your 
Consumer Program Contest of a 
ago, to suggest the following 
anc I quote directly from the plan 
you received: 

“It is safe to assume that the 
political or governmental leader of 
every American city and state is 
rather vitally concerned with the 
question of economic health. With 
this thought in mind, is it too far- 
fetched to believe the governors 
and the mayors or city managers 
might readily appoint a business- 
consumer board? This board might 
correspond in a sense to the pro- 
posed national board, but its func- 
tons would be rather different. 

“Using Missouri for an illustra- 
tion, there is good reason to believe 
Governor Stark would be quite 
willing to appoint such a_ state 
doard, having as members the presi- 


have been 


yeal 


MULTIPLE IMPRESSIONS 


IN MASSES OF PEOPLE! 
35,021,292 


persons see Whaley Taxi- 
posters each week on 3578 
cabs in 43 cities! That's 


mass circulation! For de- 
tails, write Wm. E. Whaley 
Co.. Washington Buflding, 
Louisville, Ky. 


WHA 


consumer department in| 
{Another | 


dent of the state federation of wom- 
en’s clubs, the president of the St. 
Louis Ad Club, the state superin- 
tendent of schools, the president 
of a large department store (Frank 
Mayfield, also president of the 


American Retailers), and possibly | 


one or two more. This board would 


| be charged with the job of improv- 


ing the business-consumer relations 
in the state of Missouri. And if the 
board desired information about 
what consumer courses were being 
taught in the state schools, chances 
are it would be forthcoming. 

“In St. Louis, Mayor Barney Dick- 
mann could be induced to develop 
a similar organization, and _ this 
board would provide an official out- 
let for a lot of the sporadic con- 
sumer interests that arise. With 


such a group conducting an inves- 


tigation, it would not be difficult to 
get information, and to get it pre- 
sented properly to the people of 
this city. 

“The potentialities of these groups 
are enormous. And when you stop 
to consider the likelihood of their 
being organized later on anyway, 
probably under the auspices of 
other groups, there is more 
reason for giving them con- 
sideration.” 

Judging from the item in your 
Feb. 24 issue, the “later on” in my 
plan has already come to pass and 
we can anticipate similar develop- 
ments in other states, again quot- 
ing, “probably under the auspices 
of other groups.” 


even 
real 


: ; ewahie 4 
Of all the groups which might 


| become interested in the consumer | 


as a factor in their own partisan in- 
| terest, the political groups are the 
|ones which could do the most dam- 
age. But if advertising and busi- 
ness could assume leadership in 
the organization of non-political 
consumer bodies in the several 
states, the situation will be differ- 
ent. There is good reason to believe 
that the appointment of a “repre- 
sentative” of the consumers on the 
National Defense Commission is 
preliminary to similar appointments 
throughout the several states. If 
we merely sit idly by without help- 
‘ing to obtain the type of commit- 
tees and membership desirable then 
we centainly are not in a very good 


| 


| 


position to offer objections to what 
these committees and their mem- 
bership do or say. 
Bos WILLIER, 
General Advertising Agent, Wa- 
bash Railway Company; Vice- 
President, Advertising Club of 
St. Louis. 


Appoints H. W. Fairfax 

Eterna Watch Company of Amer- 
ica, New York, has appointed H. W. 
Fairfax, New York, as advertising 
counsel. George Jellenik, Jr., is 
account executive. 


New Heads Norfolk Club 

John Wilson New, sales manager 
for WTAR, Norfolk, Va., has been 
|elected president of the Norfolk 
| Advertising Club. 


It Never Can be a 


Salesman 


UNTIL IT GETS ON PAPER 


Your million dollar idea, eighteen carat 


art, and sterling typography are mighty 


important ammunition in any campaign. 


But the indispensable motorized division 


that takes them up where they can see 


the whites of their eyes, and gives you a 


chance to grab some orders, can be only 


one thing... paper! In today’s mighty 


push for profit, insist upon the best there 


is—Champion paper. Great values, splen- 


did service, and completeness of the line, 


all contribute to making Champion the 


largest source of printing papers. Whether 


your sales ammunition 


goes forward on 


coated or uncoated book, offset, card- 


board, envelope, postcard, or all of them, 


you will find it pays to 


load on Champion, and 


dump the whole 


get real action! 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


oe District Sales Offices: NEW YORK +- CHICAGO 


PHILADELPHIA 


and Tablet Writing . . . 


Over 1,500,000 Pounds a Day 


CLEVELAND BOSTON . ST. 


sine ae 7 


LOUIS 


CINCINNATI 


ATLANTA 


ry 


pe ees Sam ne A he ieee” Ss ieee eae peep o Sie mn ea, : ae eo “ ay Seat , = ssaerear et sb : 4 z at ee fa 5 : “6 a Md be r ; .: = 
, - 
| es = : 
: ee. 
. aah 
a. 
: + %. 
t Thies 
: ete 
e + ae 
r Ba gs : 
i oe 
‘Ss Le 
3 7 
e mee, 
; “ 
| big 
| « . ne ; ct 
| an = get as ee oe ot 9 ~~ —s — Bes. a $ ae _— pe ere ie ae ey 
3 ea Nee: me shiek ~ ek ae — ye a3 we hy - 2 ek e & “ % 7 veg 2S : aia me ee a 5 * 4 ae a ces ee 
Y =e 4 % : ne - . >» - Re “ mH ¥ oN ait ay eo biae on am : a ae oe tak ee a 
oe hee =e g * a <) We pot ee eee ee aaa 
a pee nal oe ~*~ ‘ s : A, “ : , Si ane a, pales camer lal ae ee ey 
a. Mee ee - ot a ee a . N bn “ “ to , = Ee ) ai a ms aa oe es 5 ales a ae r ar. : , 
» a "ome wet ro 4 - » ; . ; ’ ~ oa thecah ae -— 4 ees —_ —_—— Re “A “gia 
iy , : ; wee eee < Se "Se ns & P * aa 2 = : — oe oa 
f il ~ “ rg “4 wiaiee:, ae - oe yi aa , ae 3 ae 
ar A, ee is Lo . ' 2 ‘~ * : ‘ OT } 4 ie o> a! 2 = 
ie 2 = . one 7 : t. aye cal . : Se i aie ee Oe 
n- ag pare ~ ~ “% <a : ; v 4 oe ee ee in 
a ¥ CLS ' OO a_i “* : tf a oe Wh <i. — iil ta 
h , - € oi ge a = , ae ra > f i oo i ey 
: pe “a * a eS : - om = r > : eo L: P ae ae gee 
: oe qe - é ne i —— : be i a - oe f see cige 
f —< = Me a. Py a r. y MT a . : . P a a t ~ : ‘ ‘ el - oN a E as 
lt “ te ~ ae ae ' se - ete ’ j : aon ‘ . og mt 
5 o = er Za ae rg ' ' See oe — . aia 
: gg i , i) SES ae ’ “0 - » : : , & . . 
2 a J RG On ia a a _-« g * Ses i 
’ ll ——— ht FA oe tS LSS, +. > Ty Ps uke 
eo War ~ oo OE 
oe — a oo : ; =, i “ al ea Oe = ve i . ~ ae ee ee 
: a i. ry ae ott : S to > eae. Tc oe 
a OU ’ hl gl og ge Pony ~ ’ tg >, a * 4 4 ee 
TT . — : ~S << Se cae ot Me: hs Cie _ AES > 8 “4 ee 
ee \. Kw eg 4 1 a ia » . ” . x a Se”, « ~ 4 ae? 
— ~~ ss Bg, SG CEL : ee : 
; : = BAe Sa Le ge << et ‘Sy ee a >) Zw 
} : Soe . ee aii Sl Se, / ss / + DARREL VS“ ‘ - c .. ee x 
' ~ = ied . a et ly ae: g pk va pa Kg ty * ‘ 
| ' - ‘ “ on / ast ee Pox at ge o/ . ine on os ae ies a 4 - (wy o 
' . he "all Fes i, . = ae, _ ¢ me ¥ bs, J a 
. .* ee on ~~~ ny Foy goa * 
¥ MP ae * > oe ~~ > | 
‘ pt — ‘ < oe ~ a hae, “4 “ ia. eee 
° “iz waa <> ae —S Pe ‘ Si re 5 Pe 
J : iy : r ~~ > F — / ~ ©, : —? me, 
x. — . " fp 4, A “ : 3 i ee 
| a , A >: x ye =~ il = 
4 ‘ 3 z ; “a A oi > re 
> Be GS HS “¢g ) es 
: > = ee : ‘ : , ~ wet. , , se 
eee: a F.4 . ee "> a ane 
os * i " ae a . ¢ , ; ae a 
ee ‘ ee ee —. sd Ga 
: The . oa a ae 
5 ce Tie . i. . - ae is 
ea ee . hi” , » 5 ae" ‘ag é 
= Se = “fis , phe: ae 
sel 2 ee 2 . , —- , a a ow * [ aw. oe 
oS Sa 2a. So ee ‘2 * * —_— a ad SS aa ie 
Sa a ; , hae “> oe ae a 
ory ee ; i 5 ’ ba cf P a 4 - E £ , a eat ah er: PF 44 P 
ec- ae 0 ae . + : re c “ va —— a ee ee" , 
for — i ‘ae 5 > Sy a — 
yur ee oe a we a a I : “ & . , a2 ae. Sy % 7 aie a: 5 5) aes si i 
on oY aaa 
vod ae 
ing ‘ oe 
ug! pes 
a 
uc- é 5 ec 
vins ee 
\la- oe 
ers a 
tis- ; 
a 
ing 
life cae 
1 ey 
ous — 
late cs. 
xu 
ous eta! 
re- ee 
Seo 
the ° a a 
po ey® ee ee 
Tanieoster el ee 
A * = 
PUR 
i i 1 ae 
. . 
| ., Hamilton, Ohio 
' . , ’ 
Payis ERS 5 SS cS | 
X1P ie 
Bn ee ¢ 
<s 
a ee } ‘ i 4 . 
i aig RN ae i. : me ei thar? e Fe Se a eae ee ee Oe ae Sy. Sea ee ere ee Re xk ia ele A ame ts x ae sy ee 
te i ; Sie. 2 ee e755 : My . eon -# Sos Fat, SAEs Eee ae ee 
= SO hee Sate mS - ——_— > —- 2 ae i E liek, oa oo bo ee . 4. Ae ae ae ; 4 ae "ie * “ 


20 


ADVERTISING AGE 


March 17, 194] 


“Sa 
we, . 
eae 
reise 
4 
a 
% 
il Ps 
a 
Pus 
ar: 
t ~ 
a le a 
bu? ay 
ge 
‘ 


NE ~ 


f you want 


CORSETS, BRASSIERES, HOSIERY 


—to sell these woman-bought items, Chicago department stores place in the 
Tribune more of their budgets for newspaper advertising than they place in 


all other Chicago newspapers combined. 

They do so because the Tribune is read... and bought from... by Chicago's 
largest constant audience of women. 

With over 1,000,000 net paid every day of the week, the Tribune delivers 
from 580,000 to 625,000 more total daily circulation than other Chicago daily 
newspapers. On Sundays it delivers from 300,000 to 810,000 more than 


delivered by other Chicago Sunday newspapers. 


Right in metropolitan Chicago, the Tribune delivers 440,000 more daily 
circulation than other Chicago daily newspapers—from 395,000 to 470,000 ie 
more on Sunday than delivered by other Chicago Sunday newspapers. ‘ 
No matter what you are selling, the Tribune performance across the board 
for Chicago retailers selling to women makes plain that it can produce more 
volume from Chicago women for you. 
Ask a Tribune representative to help you plan a program built around the 
Tribune which can get vou a greater share of the sales now available in this 


market. Tribune rates per 100,000 circulation are among the lowest in America. 


> Bes 


——_— lll 


TOILET GOODS AND DRUGS aiccsus: sessics prove ot 


the Tribune is Chicago's leading women-appeal medium, Chicago drug stor 
and the drug and toilet goods departments of department stores place in t 
Tribune more of their budgets for newspaper advertising than they place in 


other Chicago newspapers combined. 
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do as Chicago retailers do... 
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LINENS, CHINA, GLASSWARE | s. consistcnsis docs ete 


Tribune demonstrate its ability to produce crowds of women customers that 
Chicago department stores make it their basic medium. They place in the 
Tribune more of their newspaper advertising appropriations for linens, china 


and glassware than they place in all other Chicago newspapers combined. 


DOMESTICS AND BEDDING 11. tiiuse isthe tone estat “ * 
lished buying guide consulted daily by Chicago's largest constant audience of 
women. To capitalize this fact, Chicago department stores place in the Tribune 
more of their newspaper advertising budgets for domestics and bedding than 


they place in all other Chicago newspapers combined. 
THE WORLD'S GREATEST NEWSPAPER 


Total net paid circulation now: Daily, Over 1,000, 000—Sunday, In Excess of 1,200,000 
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Chevalier Warns 
Against Stoppage © 
of Advertising 

Detroit, March 
gaged in the defense effort would | 
do well to remember that it costs | 
much less to preserve the market | 
they have built up in past years 
than it will to recreate an entirely | 


new market after the armament 
program is ended,” Col. Willard T. 
Chevalier, publisher of Business 


Week, told the Detroit Adcraft Club 
at a luncheon Friday. 

“A good many companies which 
will make profits through defense 
work will lose infinitely more than | 
all that in good-will to the pur- 
chasing public they may have 
slighted during the emergency,” he 
added. 

Col. Chevalier pointed out that 
products must be sold to the public | 
even though actual orders cannot be | 


| informed,” he 


Group reac e ¢ ‘tas! 
4 Pacific i 
Combine 


ne spac 


_—does 


PACIFIC GRANGE FARM GROUP 


Mills Building, San Francisco 
Representatives : 
J.Wm. Hastie, N.Y. + F.E.M. Cole & Son, Chicago 
Duncan A. Scott, Pacific Coast 


filled at this time. 


importance of the medium of adver- 
tising in our economic system,” he 
stated. 

Only Advertising Will Do 


“The only medium I know that 
can do the job of preserving your 


| markets and building good-will for 


new ones is advertising. Now that 
we soon may face a shortage in 
many lines it is up to the smart 
merchandiser to keep his product 
before the public, even though he 
may not be able to sell that very 
product to that very public at this 
time. If he does not want substi- 
tutes taking the place of his mer- 
chandise after this defense flurry is 
over, he had better keep on the 
alert and keep his great market 
said. 


‘Tish-U-Weight' 
Hat to Be Given 
Heavy Promotion 


New York, March 13.—More than 
100 newspapers will carry adver- 
tising this spring of the ‘“Tish-U- 
Weight Celango Hat,” 
Leighton Hats, Inc., 


which has 


planned one of the biggest promo- | 


tion programs developed for a mil- 
linery company. 


“Hat Hit of Spring” 


National magazines and 
spread word of the light-weight hat 
which has been named by a blue 
ribbon fashion jury as the “Hat Hit 
of Spring.” The jury” included 
Patricia Plunkett, New York “deb”; 


Vyvyan Donner, fashion editor of 
Fox Movietone News: Jane Pick- 
ens, radio and stage singing star; 


and Courtenay Marvin, beauty and 
fashion editor of Screenland. 

H. A. Salzman, Inc., New York, 
handles the Leighton Hat account. 


“You must keep 
your face in the market place dur- | 
ing these times or it may not be 
there at all after the emergency has 
| passed. Substitutes may easily take 
| the place of products now adver-| Country 
11—“Those en-| tised unless industry awakens to the 


product of | 


radio | 
| broadcasting will be used also, to 


Sakae - ny a 0 sonra Sa SSN cSRSgaNSea=s=aseesaSenSseseseneneeesseee eee 
| Commercial! Display Poultry and Commercial Display Poultr 
| Including Poultry and Livestock Including Poultry and Lives 
- Livestock -—Display— -——_——Li vestock -~—Dis; . 
c——1941 - 1940 1941 1940 —— 1941——- cr 1940-——— 194] 
Monthlies *Oregon Grange Bulletin 12.1) 13,580 13.4 15,050 13,580 re 
Gentleman.... 50.9 34,619 47.5 32,315 3,258 30,821) Utah Farmer 14.7 11,140 15.1 11,407 9,086 64 
Progressive Farmer Missouri Farmer 5.9 4,653 8.2 6,404 4,597 ae 
Carolina-Va Edition 34.6 —i-— -« ——- 
| Georgia-Ala. Edition. 33.9 Total Group : 116,698 112,638 106,40¢ 
Kentucky-Tenn, Ed'n 21.2 Bi-Weeklles—Februar 
Mississippi Edition 32.8 56 PacifiCc Rural Press 
Texas Edition “e 33.1 76 22, Northern Edition 36.3 27,411 40.4 30,537 
$In all 6 Editions. ys 52 8 19 Southern Edition 36.2 26,626 38.4 29,022 : 
sSAverage 5 Editions 33.1 24,104 4.4 25,006 23,202 23,922] Wallaces’ Farmer 33.1 25,908 37.3 29,266 4 
| Farm Journal & Rural New Yorker. 31.4 24,574 33.2 26,024 a4 
Farmer's Wife 51.1 21,927 50.8 21,797 20,411 20,408] Pennsylvania Farmer 28.6 21,990 32.¢ 24,539 
|} Capper's Farmer: 31.4 21,316 30.5 20,709 20,719 20,031} Ohio Farmer 27.3 20,988 25.2 19,351 be 
Successful Farming 4¢ 20,849 49.5 19,797 21,306] The Farmer 
|} Farm and Rancl 27.1 20,505 29.8 18.598 19,946 General Edition 26.3 20,628 28.3 22,209 18,669 
Poultry Tribune Local Edition 29.6 23,216 30.5 23,868 20,837 
} Eastern Edition 46.2 19,832 43.3 18,568 9,708] Michigan Farmer ‘ 26.7 20,467 23.3 17,889 18,102 
| Central Edition 33.0 14,171 32.1 13,786 8,895 | New England Home 
Western Edition .. 25.1 10,780 23.0 9,869 7,609 stead 29.1 20,348 31.1 21,758 17,164 0% 
| Pacific Edition ..- 27.0 11,595 25.7 11,036 8,057 | Prairie Farmer 
§In all 4 Editions... 22.5 9,666 21.6 9,264 7,309 Ili. & Ind. Editions. 27.7 20,177 31.3 22,818 18,743 
Southern Planter . 26.0 18,210 27.8 19,469 18,390 | Nebraska Farmer .. 27.6 20,099 30.1 21,930 17,958 
|} Southern Agriculturist. 23.1 16,156 19.0 13,315 12,801 | $Average 4 Editions 29.2 21,227 32.6 23,730 18,621 aS 
Amer. Poultry Journal American Agriculturist 25.5 18,560 30.9 22,500 15,555 ’ 
Eastern Edition 55.5 15,220 34.9 14,991 ‘ 6.559 | Wisconsin Agriculturist 23.6 18,470 25.8 20,226 17,136 4 
Central Edition 23.4 10,175 23.3 9,961 5,066 | California Cultivator 24.1 18,186 31.6 23,812 17,546 9 
Western Edition 15.0 6,443 14.5 6,211 4 4.171 | ‘Idaho Farmer 21.5 16,285 25.2 19,075 16,247 ‘ 
| fin all Editions 13.7 8,882 13.3 686 1 3,910 / ‘Oregon Farmer 21.1 15,920 26,5 20,016 16,882 1 
*New Jersey Farm & | Washington Farmer 20.8 15,684 28.0 21,188 15,562 
| Garden 33.0 14,852 32.5 14,626 13,090 12,414| Kansas Farmer 19.9 16,132 22.56 17,111 13,881 1 4 
|} California Citrograph 21.0 14,086 21.9 14,716 14,086 14,716 Indiana Farmer's Guide 19.0 14,897 20.1 15,733 14,779 1 
| *Florida Grower Mag 11.2 7,631 10.2 6,955 7,631 6.955 | Arizona Farmer 18.5 13,944 15.8 11,920 13,602 1 
Breeders Ciazette 1.2 7.300 20.7 9.2995 5,890 6.894 | Dakota Farmer 15.1 11,664 14.9 10,802 10,741 
*Hoosier Farmer 14.9 7.146 20 9,150 7,146 9,150 | Missouri Ruralist 13.3 10,136 14.4 16,940 9,075 
*Ohio Farm Bureau aed — corurd 
News 14.1 6.360 13.8 6,659 6,306 6,59 Total Group $41,310 482,534 401,391 44 
*Carolina Co-Operator, 13 600 17.7 7.420 5,600 7,420 Weeklies—February 
*ldaho Granger 5.2 5.600 5 99 5.600 5,992 | Weekly Kansgs City Star 
*Better Fruit 11 nae 94 952 4.642 952 | Missour| Edition £9 14,591 6.5 15,957 11,893 1 
a*Klectricity on The | Capper's Weekly 14 9,909 3.9 &,662 7.992 
Farm lie nae 12 877 R42 2.877 | Dairymen'’s League 
Nation's Agriculture ; in2 5.7 2 ' 452 2.652 | News 7 477 »8 4,185 4,990 
National Livestock | 
Producer 4.7 3.431 1.0 2,911 424 2.8 Total Group 29,977 28,802 24,786 
Dailies—February 
Total Group $46,261 448,959 395.8 95.746 | *Omaha Daily Journal- 
Monthlies—February | Stockman : $6 50,239 21.6 45,749 35,260 | 
x *Kansas City Daily 
American Fruit Girower 24.8 11,163 24 10,9 11,16 16,9 | Drovers Telegram 21.8 46,459 18.0 38,287 34,879 3 
Arkansas Farmer 7.0 850 4.1 3,085 », 547 996 | *Chicago Daily Drovers 
Wyoming Stockman Journal 21.6 45,796 17.5 37,289 34,171 29.71 
Farme be 1.651 H 4,888 4,399 4,662 *st. Louis Daily Live 
| A , Stock Reporter 16.8 35,821 11.6 24,637 29,138 21, 4s 
| Total Grou 1,464 18,924 21,109 18,611 —_ >. <eieimaes aw diet pam 
| 
Semi-Monthlies—February Total Group 145,962 133,448 113,077 
|} Hoard’s Dairyman of Ae a 0 ‘ 20,429 18,61 
*California Grange *Figures provided by publisher 
News | TS.Su8 s ne 18,828 9.156 Not included in total 
Montana Farmer 21 16,008 19.8 14,931 14,251 13,448 a 1940, all pages 238 lines 1941 format includes 357 
Farmer-Stockman 20.4 15,389 25.6 19,348 13,354 16,891 pages; also 238 line pages. 
Western Farm Life 19.4 15,208 20.4 16,008 12,281 15,554 ¢ issues in 1940 


Adds Seven Accounts 

Wood Brown & Wood, Inc., Bos- 
ton, has added seven new accounts 
to its list: Boston Plate & Window 
Glass Company; Great Eastern Hy- 


Trous Corporation; L. C. Prime 
Company; Thermo - Vac Corpora- | 
tion; Read-It-Or-Not, book review 


service; H. D. Grant Company; and 
Medomak Canning Company, Rock- 
land, Me. T. Seward Burrowes and 


Farm Papers Up 
in February, 
Static in March 


Chicago, March 13.—Farm paper 


formation Bureau shows. 

Basing comparisons on the tot.l 
advertising carried —that is, com- 
‘mercial display including poultry 
and livestock — March monthlics 
| were off 0.6 per cent from last year, 
when they carried 448,959 lines 


| 
| 


| linage for March monthlies was off | Their total for this month was 446,- 


fractionally from last year, 
February linage in most classifica- 


while 


261 lines. 
Monthlies reporting for February 


Allen H. Wood, Jr., are the account | “ons showed gains, an analysis of | had on increase of 15.4 per cent over 


executives. 


| figures supplied by Publishers’ In- 
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What Perfect Shipping Month Is? What Perfect Shipping 
Month Means? Who Benefits by Perfect Shipping Month? 


and—How can advertisers cash in on this movement? 


Editorially TRAFFIC WORLD 


details. Send for it today. 


WRITE FOR YOUR FREE COPY OF FOLDER TELLING 


portation industry unexcelled with the same comprehensive- 
ness that has made it and continues to make it the indispen- 
sable editorial authority for over thirty years. 


PERFECT SHIPPING MONTH—the month of April—is one of 
the important events in the field of transportation. 


The folder described in the adjacent column gives complete 


TRAFFIC WORLD (> 


418 S. Market Street, Chicago 
New York Office: Holmes and Stephenson, 424 Madison Avenue 


THE MARCH 29TH ISSUE OF 


TRAFFIC 


WORLD 


continues to serve the trans- 


last year, their current year’s figure 
being 21,464 lines, compared with 
18,924 lines in 1940. 
Semi-monthlies, also reporting fo: 
| February, showed a gain of 3.6 pe! 
‘ent over 1940. Their 1941 total 
|was 116,698 lines, compared with 
112,638 lines last year. Bi-weeklics, 
on the other hand, had a loss of 8.6 
per cent during February, with 1941 
linage of 441,310 comparing with 
last year’s total of 482,534. 
| Weeklies carried a total of 29,977 
lines in February, an increase of 4.1 
per cent over last February's total 
‘of 28,802 lines. Dailies carried 
| 178,315 lines in February, compared 
with 145,962 lines last year, for an 
| increase of 22.2 per cent. 


Joins Copy Staff 


Ethel Merklen, a member of the 
advertising department of Allen 
Calculators, New York, has joined 
| the copy staff of R. T. O’Connel! 
| Company, New York. 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVE8S 
IN CHICAGO 
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Masonite Points 
New Promotion 


at 


Ch cago, March 13.—A_year| 
‘rour i, country-wide sales promo- 
tion which resembles a_ sustained | 
samp ng campaign has been initi- 
ated by the Masonite Corporation 
for Presdwood products. 

Th. drive is designed to interest 
amat ur craftsmen—the handy man 
of most American homes—in short- 
er-th.n-standard lengths of Mason- 
ite Presdwood and Tempered Presd- 
wooc Ultimate objective of the 


‘Handy Man’ 


promotion is to get home owners 


to u 


» more Presdwoods in sheets 


of standard size. 


Mosonite’s point-of-sale promo- 
tion, specially assorted bundles of 
shorter lengths of the’ standard 
products and special racks for their 
display in offices or showrooms, 
will be supported by an advertising 
campaign in national 
reaching the home-craft market. 
The schedule will run during the) 
spring months. 

Cite Examples of Use 

Copy and illustrations with the) 

special racks display typical exam- 


ples of what a handy man can make 
out of presdwoods, such as writing 
desks, sewing cabinets, folding | 
screens, wastepaper baskets, bedside P P 
tables, a child’s play store, tool Where large volume production of displays with economy 
trays and dog kennels. Advertis- . . . . : 
; ine ceter Wl Gieaaten tent them is a controlling consideration, the Corrugated Display 
wood fiber hard boards are smooth Department of Stemar can serve advertisers to excellent 
and strong, repel moisture, and can ° ° 
. be sawed and nailed easily. advantage. The Motion Display Department of Stemar 


size 
when it comes time for 
standard sizes in basement modern- 
izing and refinishing of attic rooms. 
racks being placed now 
with retail dealers throughout the 
A deluxe 
with a total capacity of 600 
is loaned by Ma- | 
retail lumber deal- | 


th rac 
feet of material, 


sor 


Mi 


M 


se 
At 
an 
ur 


Display 


cou! 


ers. 
supplied 
“knocked down” 
bui 


The 
pany, 


ider 


The average home shop worker, 
Masonite hopes, will use the small- 
them 
use of the 


pieces and remember 


try are of two types. 
k, 


nite to larger 
A similar 
to 


but smaller 
smaller 
and 
It by the dealer 


ready to 
himself. 


W. 
isonite 


Ayer & Son 
account. 


arks 20th Anniversary 


Ralph L. Dombrower 
Richmond, Va., 


handles 


lantic seaboard, 
niversary March 15. 
the same name 


Mace Adds Two 


us 


M: 


Ill 


maker 
Sti 


Dayton-Dowd Company, 
of centrifugal 
ition WHBF, 
ing business papers, 
Advertising Agency, 


pumps, 


New Regional Offices 
for White Motor 


White Motor Company, Cleveland, 
has established three new regional 
offices covering the Cleveland, Chi- 
cago and Kansas City territories, 
each headed by a supervisor respon- 


| sible to General Sales Manager J. N. 


Bauman. 

M. H. Anderson, Cleveland district 
manager, has been appointed man- 
ager of the Cleveland regional office, 


| while L. B. Gilbert will direct the 


Chicago region and W. 
the Kansas City region. 


Anderson Advanced 


E. Burgess 


‘Chief “‘Gansett’ 
Offers Laughs 
with Lager, Ale 


R. I., March 
wooden Indian come to life as a 
cartoon figure, Chief ‘Gansett, has 
been whooping it up for the Narra- 
gansett Brewing Company, Cran- 
ston, in copy spread throughout 
New England. 

The pen and ink Redman, created 
by Dr. Seuss, carries Narragan- 
sett’s story in a humorous way. Ad- 


Providence, 12.—A 


than 85 cities and towns in the area. 
Semi-spectaculars and illuminated 
painted displays are used in key 
markets. 

“Too Good to Miss” 

Both the trade and public seem 
to like Chief "Gansett, who manages 
nonchalantly to pop up with an 
opened bottle of Narragansett lager, 
ale or bock beer just a skier 
dives headlong into a snowbank, 01 
a billiard player duffs a play and 
drives his cue into the green felt. 
The Indian says calmly, “Your 
‘Gansett, Sir,” and usually adds, 
“Too Good to Miss!" The theme of 


as 


the 


‘Chain Belt Elects 


magazines | TO DESIGN & PRODUCE 


rack is | 
dealers,| 
be 
It ac- 
commodates a total of 240 square 
feet of boards. 


N the 


Com- 
agency which 
rves a number of accounts on the 
observed its 20th 
It has been 
and owner- 
ship management since its inception. 


Quincy, 
and 
Rock Island, both 
have named 
Peoria, 


vertising in the 1941 campaign in- reminds that 
cludes copy in more than 100 New 
England newspapers, broadcasting 
over a complete New England net- 


work, and 24-sheet posters in more 


copy prospects 
“The Finer Flavor of Seedless Hops 
Is Too Good to Miss.” 

The agency Standish, 
Providence. 


Walter E. Anderson, advertising 
manager of J. N. Adam & Co., Buf- 
falo, N. Y., for the past six years, 
has been elected to the corporation's 
board of directors. 


is Inc., 


J. C. Merwin, vice-president and 
treasurer of the Chain Belt Com- 
pany, Milwaukee, was elected presi- 
dent at the annual board of directors 
meeting, to succeed the late C. R. 
Messinger. G. M. Dyke, assistant 
treasurer, Was named treasurer, and 
A. F. Kessler, also an assistant 
treasurer, was elected to the new 
office of comptroHer. Walter Kas- 
ten, president of the First Wisconsin 
National Bank, Milwaukee, was 
elected a director. 


Start Consumer Jury 


The Buffalo Better Business Bu- 
reau has organized a consumer jury 
with Alice Ennis, head of the Bu- 
reau’s consumer-relations division, 
in charge. Ninety-two clubwomen 


|; were appointed jury members. 


| SPECIAL DEPARTMENTS 


CORRUGATED DISPLAYS 


AND 


will create for you ingenious, practical action displays. 
ca 
At the upper right is shown a Floor Rack, at the lower right a Floor Stand—both 
corrugated displays designed and produced by Stemar. Below is shown an original 
Motion Display conceived and produced by Stemar. This display conveys a mystify- 
ing illusion of ink constantly flowing, yet the bottle never empties. 
+ 


MANUFACTURING LITHOGRAPHED ADVERTISING 
DISPLAYS SINCE 1920 


| 


In what state is the 
ernment pouring many aa 
| 


nal millions 


Q. 


for defense 


. That's 

MA With living ndi 
i incomes already above the 
ttional average, it pays 
~-LAHOMA! 


Yes s 
ta or 
tet. 
. use, 


OKLAHOMA Coverage! 


Bch Stations 5000 Watts 
Beh Stations Columbia Network 


homa Tulsa 


KOMA + KTUL 


ee & Peters, Exclusive Representatives 


He's absolutely right. These ex. 
ons make it a still greater mar- 
and you can't miss this market 


KOMA-KTUL Combination. 
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‘Blindfold Test’ 
Provides Theme 
for Beech-Nut 


New York, March 13.—Having 
canvassed the chewing gum prefer- 
ence of marines and _ secretaries 
Beech-Nut Packing Company has 
turned to the salesgirls of the 
United States. Their leaning to- 
ward Beech-Nut gum will be fea- 
tured in the next insertion of the 
campaign now appearing in an ex- 
tensive list of magazines. 

Embodying a radical change from 
previous Beech-Nut promotion, 
which has consistently played up 
the “always refreshing” theme, the 
campaign first described a test con- 
ducted among the marines at the 
Quantico training camp in Vir- 


i i 
oy Rd “ dca 


| They seated Truths 


win SMALL was. 


Women go into stores, glance 
appraisingly at four or five 
competing brands, brands that 
are equal in quality and equal 
in price, and many select ONE 
brand confidently. The reason 
is that a group of men decided 
(a few months or years pre- 
viously) what they wanted 
women to think. They made | 
her think it. They seated 
truths, facts in her mind, rea- | 
| sons why that ONE brand | 
| would serve her well, gave the | 
| reasons to her in ADVERTIS. | 
| ING, advertising so skillfully 
| 
| 


a 


planned, so warm and inter- 
esting and honest that many | 
women, regularly, will select 
that ONE brand with unthink- | 
ing and friendly confidence. | 
In that fashion, the names of 
| a few products have become 
In that 
| becomes | 
| that 


household names 
fashion, a business 
sound, profitable. In 
fashion it stays sound, 


OREN ARBOGUST 


ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


rs 


ginia, and in a subsequent insertion, 
a test of a 


According to the copy, a majority | 
secretaries | 


of both marines and 
specified their preference for Beech- 
Nut because of its “flavor-lasting” 
| qualities. 

| In May magazine issues, copy will 
assert that an “independent re- 
search organization questioned 254 


salesgirls,” after giving each gir] 
|two different brands (Beech-Nut 
land another, both unidentified). | 


'“According to the girls, Beech-Nut’s | 
|peppermint flavor lasted, on an 
|}average, 14 per cent longer than 


the peppermint flavor of all other 
brands tested. Also, two out of 


flavor of Beech-Nut to that of other 
brands.” Copy is captioned, “U. S. 
|salesgirls find more minutes of 
flavor in Beech-Nut gum.” 

| On the schedule are The Ameri- 
lean Magazine, Collier’s, Cosmo- 
| politan, Family Circle, Fawcett Wo- 


;men’s Group, Liberty, Life, Look, | 


| Macfadden Women’s Group, Mod- 


jern Magazines, Newsweek, Redbook, | 


The Saturday Evening Post, Time 
and True Story. Newell-Emmett 
| Company is the agency. 


Seek Ban on Low 
Test Motor Fuel 

A bill regarded as sweeping in 
potential effects has been introduced 
| in the New York legislature, seeking 
| to prohibit the sale in New York 


| 


state of motor fuel lacking mini- 
mum specifications, including corro- 
sion test, sulphur content, vapor 


pressure, gum content, octane num- 
ber and distillation range. 
The measure, offered by Assem- 


| blyman Harold B. Ehrlich, Buffalo, 


would add a new section to the 
general business law and authorize 
the state tax commission to enforce 
its provisions. 


Texas Radio for Brewer 


Sponsored by the 
Company, Houston, Tex., _ the 
“Grand Prize News Parade,” with 
Russ Lamb as newscaster, was in- 
| augurated March 3 over 13 Texas 
| State Network stations, Mondays 
through Fridays, 6:45 to 7:00 p. m 
CsT. Rogers-Gano Advertising, 
Inc., Houston, handles the account. 


wulf Brewing 


Jean Rabyor has been appointed 
general manager of Station KFJZ, 
Fort Worth, key station of the Texas 
State Network. She joined the sta- 
tion nine years ago and has served 
| as program director, commercial 
| manager and in other capacities. 


number of secretaries. | 


three girls preferred the peppermint | 


MARCH ADVERTISING 


LINAGE IN NATIONAL MAGAZINES 


ee | 


——1941—— ——1940-——_, , ——-1941——_. ——__1949___ 
Pages Lines Pages Lines Pages Lines Pages ! 
GENERAL | True Confessions (F.)... 30.3 12,719 35.6 -- 
| Fortune : a : .133.3 84,242 78.8 49,849 |Sereen Romances (M. M.).. 29.1 12,447 35.3 te 
| Better Homes & Gardens . 65.7 $1,533 57.8 3 3} Radio Mirror (Mac.)........ 27.7 11,884 27.3 + 
American Home 63.6 39,853 59.8 ; Motion Picture (F.)........ 28. 11,812 31.7 4 
{| *Yachting y 55.0 34,760 67.0 Modern Romances (M. M.) 27.2 11,646 35.0 
Town & Country.. — we 40:7 33.376 48.8 4 Woman's Day ...... 27.7 11,613 19.6 + 
Esquire (N. Y. Metro. Kd.).. 50.7 34.073 50.9 34, | Hollywood (F.) 27.5 11,557 31.5 ~ 
I’squire (National) 15.3 30,461 $2.9 28,834 | Holland's xs ‘ 15.3 11,551 13.8 ry 
House & Garden 16.0 29,057 50.5 31,917 | Screen Life (F.).... 27.0 11,329 31.2 9° 
|} House Beautiful 15.1 28,511 47.4 29,9233 | Romantic Story (F.) 25.2 10,581 286 
| *Motor Boating 9.7 25,776 77.0 34,695 | Screenland 23.8 10,225 22.9 
| Nation's Business 51.3 22,022 49.7 21,310] Silver Screen (S.) 23.8 10,225 23.0 ‘ 
Cosmopolitan 51.0 21,880 57.6 24,703 | Your Charm 20.5 8,801 13.6 + 
American Sts 19.6 21,290 51.6 22,123| Glamour ........ 19.5 8,360 14.0 : 
| Popular Mechanics 87.2 19,535 87.2 19,529| Junior League ...... 9.5 5,983 11.7 
|} Country Life 27.0 18,109 $0.2 27,041| Home Arts Needlecraft 3.3 2,229 5.3 
| Pepular Science 71.3 15,974 67.9 15,211 —_—_- 1 —-_——_- ——- 
| *Sunset Magazine 36.0 15,416 34.0 14,682 Tetel Growmh «..scevsvia 09,902 | 
Instructor 19.7 13,448 18.6 12,736 —T . 
| Redbook ......... $9.2 12.767 46.3 18,69¢/ 0 ABOARD BACARINES 
| Mechanix [llustrated 123 0474 4 6 8860 Harpers Magazine ei) 6.416 50.6 
|*The Grade Teacher 21.3 22.1 9.741 | Atlantic Monthly 20.9 1984 0 24.5 
| Christian Herald 20.4 21.2 9919 | American Mercury 9.7 1,778 5.5 : 
| *Extension 11.1 8.3 5,736 ‘ia ‘ a ¥ pang 
|}Arts & Decoration. 10.8 6.798 56 3.545 Total Group 13,178 14 
| National Geographic 28.2 6,704 32.2 7,652 OUTDOOR 
*Improvement Era 15.6 6,671 14.3 6,131 | Field & Stream. 418.7 20,903 51.7 : 72 
Physical Culture 15.3 6,575 13.4 5,757 | Outdoor Life $3.9 18,845 46.2 l 1 
Boy's Life ... : 7.9 367 11.5 7,821 |Sports Afield ..... 35.2 15,110 37.2 | 9 
American s0y¥ 7.8 », 295 8.6 5,821] Hunting & Fishing 22.8 9,771 20.9 ) 
Scientific American 12.0 », 146 13.4 5,759 | National Sportsman 22.3 9.565 21.7 15 
American Legion 10.7 $595 10.8 1,622) American Rifleman 21.8 9,359 22.2 26 
| True Detective . 9.9 4,258 9.1 3,903 | Outdoorsman 19.7 8.444 17.6 14 
|} *Popular Publications 18.2 1,082 13.7 3,079 | Outdoors ...... 17.6 7,547 14.6 49 
| Travel rr 6.2 932 7.7 4.471 | Fur-Fish-Game 17.3 7,431 17.8 30 
| Elks eae 8.9 811 7.5 Fol 2). ere 1.6 1,955 7.5 1 
*American Forests 8.7 3,640 8.5 : —— —_—— — 
Front Page Detective £0 25 9.6 4,130 ‘a Coes 51 {82 , , 
*Secrets me 7.6 1,240 7.4 Seeen@ee Te > ¢ °900OlC«R 
Py ren 2 r : pig ee poh a b rn a ee io - ho } 
Street & Smith Comb 12.0 2,702 13.0 2.912] Nrother’s Home Life 3.6 » 505 ’ 
*Ace Fiction Group 11.9 2,661 9.2 2,060] ° ; z nae aged : 
an Seven Group 10.5 2,387 12.5 =.500 Total Group ee - 247 ‘ 
“ilm Fun ‘ 1.6 1,952 4.5 1,923 
*Nature Magazine 10 1,923 7.0 186 FEBRUARY WEEKLIES 
Columbia o 8 1882 “4 » 916 Saturday Evening Post.. -188.7 128,293 188.4 12 
Child Life 1856 “9 2541 | Life 173.1 117,648 162.5 11 ( 
Open Road for Boys 1.1 1,757 7.7 3,031 | rime 207.3 86,942 194.6 ; 
Asia ; rg 1.619 2.9 1.243 | Collier's 112.6 76,581 106.2 i " 
New Yorker 145.8 62.525 167.6 7 8 
Total Group 676,683 669.957 | Business Week 142.8 61,264 117.5 0 
*American Weekly 28.1 53,455 31.3 i) 
WOMEN'S WAGAZINES Newsweek 123.2 52.838 S44 ( j 
Vorue 130.3 82.373 155.4 8.225) This Week S10 »1,800 3u.4 10) 
Mademoiselle 157.7 67,638 142.2 60,991 | Family Circle 63.3 27,154 57.9 24,54 
Harper's Bazaar 73.7 19,506 132.6 89,084 | Liberty 8.2 24,967 H3.2 2 
Ladies Home Journal 72.6 9,001 DSD 34,749 | The United States News 52.2 22,580 25.7 1] 
MeCall's H4.5 13,863 58.2 30,597 | Cue 18.8 20,950 D15 22 
(jo0d Housekeeping WS.4 $2,211 102.8 4,078 | Grit 23.5 19,131 24.4 1s 
Woman's Home Companion. 523.7 36,493 OS 24,561 iLook ; a 10.5 13,248 18.6 12.¢ 
Parents’ (N. Y. Metro. Kd.). 52.8 22806 2.9 22,695 | Movie and Radio Guide 16.2 10,981 21.7 14 
Parents’ (National) 0.7 21,333 148 21.362 | +Forbes 23.6 10,110 22.7 ad 
| True Story 50.2 21,519 53.2 22.556 | *Scholastic a0 ares) | 7.5 
| Sunset 16.7 15,472 34.3 14,604 ‘Pie 8 2,422 1.8 
Photoplay & Movie Mirror 
(Mac.) 4.6 14,852 3.2 14,261 Total Group 828,519 799 
Modern Sereen ¢(M. M.) 52.5 13,947 [0 15,069 
Household 20.5 13,919 20.4 13,888 *Figures provided by publisher 
True Romances (Mac.) 1.8 13,651 0 15,011 +2 issues 1941 
True Experiences (Mac.) 10.5 12,892 4.8 14,927 Group designations: MM. Modern Magazines Ma 
Movie Story (¢F.) 10.6 12,870 85.4 14,716 | Macfadden Women’s Group. Fo Fawcett Women’s Gt 
True Love & Romance€Mac.) 297 12.634 4 13,051 s Screenland Unpit 
Mi d T d . 'tising supplied by Publishers’ In- current total of 709,902 lines com- 
1xe ren Sin formation Bureau and analyzed by | paring with last year’s total of 759,- 
M H Li ADVERTISING AGE this week. 490 lines. 
agazine inage General magazines showed a gain Standard magazines also had 
Sh f M h of 1 per cent over 1940 in March, }|loss during the month, their 194] 
Own for iWiare carrying 676,683 lines this year total of 13,178 lines being 11.3 pe 
Chicago, March 13.—Mixed trends compared with 669,957 last year. cent smaller than their 1940 tot: 


be magazine advertising are indi- Women's magazine 


cated by figures for March adver- 


*s showed a loss 


of 6.5 per cent for the month, the 


_ 


GUIDE DETECTIVE UNIT 


Guoranteed Circulation 575,000 


First Quarter Circulation Estimates 


Jan.610,000 Feb.740,000 March 750,000 
Cost per line $1.75 


Cost per page $1000 


PUBLISHED 


BY THE 


TAKE A SEARCHING LOOK 
m AT DETECTIVE MAGAZINES 


Here's what you'll find: 


In these books, your advertising dollar buys more 
mature, substantial male readers than anywhere else 
you might put it. Furthermore, you get practically 
/100% male readership. There's no dilution .. . no 
waste. 


GUIDE DETECTIVE UNIT presents true detective stories 
produced in cooperation with law enforcement of- 
ficials and written by experts in a distinctive narrative 
style which is more thrilling, more absorbing. 


These books offer advertisers the outstanding unit of 
circulation in the detective field . . . large 680 line 
pages... over 99% newsstand sale... 15¢ per copy. 


For strength and coverage, make sure Guide Detective 
Unit is on your 1941 men’s list. 


GUIDE DETECTIVE UNIT 


OFFICES OF THE ADVERTISING REPRESENTATIVES 
551 FIFTH AVENUE, NEW YORK 


Harry Hayven, Advertising Manager 


GUIDE MAGAZINES 


,of 14,849 lines. Outdoor magazines 
carried 108,930 lines during Mai 
compared with 110,409 during th 
previous March, for a loss of 1.3 pe 
cent. 

Mail order papers, with a ; 
small percentage of the total maga- 
zine volume, showed a gain of 82 
per cent, going from 8,548 lines t 
year to 9,247 lines this year. 

Weeklies and semi-monthlies con 
tinued to show an upward_ tre! 

' during February, the last month fo! 
which their figures are available 
During that month they carried 
total of 828,519 lines, compared 
799,609 lines last February, for an 
increase of 3.6 per cent. 


very 


+h 
\ 


First in U.S. A. 


Here's the country's No. 


| station for 4 test cam- 


lf you're proving 


idea 


paign. 
a new product oF 
with WDRC. Get 


start 

the three things thet 

make a test click: —cove’ 
rate 


age. programs 
WDRC, Hartford, 5 0 


watts. 


gasic CBS ror connecti® 
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eight-week showing of a two-reel g ld C ‘ volve the treatment or prevention firmative representations as_ the 
Plans {0 OW film would cost an advertise: oO ures label ‘ 


of colds which are not justified by may make,” says the an- 


$3,642.24 if every seat was filled A P t U d the scientific facts, while others ex- nouncement. Commenting editori- 
at each showing. Facilities for dis- re u naer aggerate the effects which the medi- ally, the Journal of the American 


H | Fil plays and distribution of literature U S . cations will have on the symptoms,” Medical Association says, “it will be 
ommercia | ms will be made available to sponsors ° S. crutiny continues the announcement, “and exceedingly interesting to watch 
as part of the exhibition cost. Washington, D. C., March 13.— finally, now that section 201 (n) of the changes which will take place 
Y Th { : - Preparations for the treatment of the Food, Drug and Cosmetic Act in the claims which are made for 
a s 5 Qa er Charge at Night colds have come under the scrutiny '5 fully effective, in the opinion of many of these preparations. 
During the evening hours an Of the Food and Drug Administra- the administration any reference to 


VY ould Provide 8-Week admission charge will be made for tion, according to W. G. Campbell, colds in the labeling of a drug O. K. Memphis Drive 


f F S the documentary film showings. commissioner, who points out in an Should clearly indicate just what kes “Wakeeiiiiie eddiaieeee ies 
7 Pes ey aaa Nile ay > effects of the medicine with re- <a a F 
Run tor Four PONSOFS The Documentary Theater will @27nouncement that “present day the effects of the medic t granted Memphis permission to 
4 Same Time be opened early in April. Although Medical opinion supports the view spect to this disease condition will spend up to $20,000 a year in adver- 
a no sponsors have actually signed up that there is no known substance or be and, if necessary to avoid mis- tising the city. Funds will be spent 
N York. March 13.—Broad- | 8S yet, two national advertisers are mixture of substances which can be understanding, just what the limita- in national magazines, out-of-state 
. aVic om > ’ ’ ~ _ . or ” wen: re ‘ P > + 
oe ati as an advertising Said to have “committed” them- relied on to prevent or cure colds.” tions of the medication are. newspapers and on panel posters. 
way’s reputation as an advertising “e ; ; “? o Marvin Pope, executive secretary to 
nte thanks to the ingenious selves to participation. Fred Witt- Surveys of products which now Section 201 (n) requires that , . 
cel ‘ { 


the mayor, is in charge. Memphis 
“© will contribute half the fund, Shelby 
such af- county the remaining half. 


spectaculars that | mer Advertising Agency is handling appear on the market show that the label reveal any facts that are 
amuse passersby the theater account. many of them make claims that in- material in the light of 
daily, will be 
enhanced in the 
near future by 


* 
the opening of 
the first movie _—————— 
house’ featuring 
commercial films, | = 


if plans disclosed 
this week by 
Harold Mc- 
Cracken, ex- 
plorer and_ pic- 
Harold McCracken ture producer, 

come to fruition. 
The new project, offered as a 


solution to commercial film spon- 
sors. distribution problems, will be 
known as the Documentary Theater. 
Daytime programs will consist en- 
o tirely of advertisers’ shorts, while 
4. evening hours will be devoted to 
documentary films. Mr. McCrack- 
en's goal is the expansion of the 
: idea to other major cities and the ——", 
eventual creation of a nationwide 


; co ercial film distribution net- i / 
Sponsored films will be exhibited J —) 
fre 10:30 a. m. to 6:30 p. m. seven 
: days a week. Each program will \ 
consist of eight reels, representing 


a running time of approximately ee 
Bm 


me hour and 20 minutes, repeated 


x times a day. Inasmuch as the 
erage commercial film consists of 

eels the probability is that 
our sponsors will be accommodated 


ach program. An eight-week MILES 
— iowing will be scheduled for each LEgiie 
mu group of advertisers. 
9° Evade Competing Groups 
1a Each set of sponsors will repre- 
941 sent non-competing products and 
pe the plan is to line up related items 
ot vherever possible. Admission to Are you a temperamental cuss who knows his in- the money than the other fellow’s gimmick? Can you 
— the showings will be gratis but by spiration never fails? Does your copy always have that take it? 
rel ticket only. Audiences will be + . , ‘ : : 
the elected by the cooperating sponsors certain indefinable something which raises it to the 
per with tickets distributed through stratosphere and makes vulgar criticism a sacrilege? If you can, you owe it to yourself, your boss and your 
re org i Selies eeuaiiee Ae ° ot . company to get acquainted with the Copy Chasers. 
; th ay e selective ality o j i ¥ . eas ° 
te. iadieies aun tee demi dale, Wt are you just @ telow trying to get along, wacs those mysterious critics whose O K as Inserted in 
99 ence attendance records will be fur- willing to admit that once ind while Pegasus slips the INDUSTRIAL MARKETING has been the sensation of 
st nished sponsors with cancelled clutch and produces something you admit is a cross 


tickets as evidence that the shows 
con- have been seen. 
'he Documentary Theater, for- 


the advertising business. Their identities protected to 


ivel? it? . ap : 
between drool and drivel? Can you take it? enable them to avoid personalities, they have given 


| : ’ unk advertising the busine ve he dif- 

tol me y the Belmont, Is located on Are you a genius who doesn't need to study or to : b 9 d . ” and he —o h 
r 48th street just off Broadway. The follow any rules, but who invariably hits the jack pot erence between ads that were meant only to fill the 
: seating capacity of the house is 542 with copy that sells? Does the sales manager come space and those that were meant to sell. 

U Thus, 22,764 people can be accom- , 

an aodated each week. or 182.112 for around month after month, showing you the upward 


eight-week exhibition period. curve and remarking in awed tones, “Boy, how do you You're good, huh? You'll find out! Let the scalpel oi 

to sponsors is one cent per do it?” the old family doctors, the Copy Chasers, go exploring 

per reel. On this basis an your innerds, or turning their patented X-rays on your 

Or do you occasionally wonder if you wouldn't be a thought processes, and you may start yelling for the 

lot better off making up copy for the catalog or selling Lie Detector! If you can take it, that little coupon down 

nails behind the counter, instead of trying to persuade in the corner is getting ready right now to put you 
hard-boiled buyers that your gadget is a lot better for through the third degree! 


INDUSTRIAL MARKETING 
100 E. Ohio Street 
Chicago, Illinois 

Enter my subscription to INDUSTRIAL MARKETING for one 
year ($2) ; or two years ($3) . Lenc'ose my 
check in full payment. 


INDUSTRIAL MARKETING 


| 
| 
... THE "METHODS" PUBLICATION OF ADVER- ; 
TISING AND SELLING. THE ONLY PUBLICATION 
IN THE FIELD PRESENTING BROAD AND INTELLI- ; 
GENT DISCUSSIONS ON MARKET RESEARCH, 
I 
! 
' 


COPY AND MEDIA ANALYSIS, DEVELOPMENT Name Title 
OF POTENTIAL FIELDS, IMPROVEMENT OF 

DEALER AND DISTRIBUTOR RELATIONSHIPS AND ee 

THE HUNDRED AND ONE OTHER PROBLEMS adios 

THAT CONFRONT EVERY ADVERTISING AND 

SALES EXECUTIVE. City & State 
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The additional funds are being 
spent in daily newspapers and on 


24-sheet posters in leading markets, | 
raising Sunkist navels to their | 
Sales, Adds Extra greatest advertising level in history. | 


A total of 184 newspapers has 

~ been added in 118 markets, making 

{0 rive a grand total of 242 newspapers on | 

7 the schedule, with a combined daily | 
Los Angeles, March 12.—With Circulation of 17,500,000. News- | 
actual shipments running’ well | Papers are instructed to publish the | 
ahead of pre-season estimates, an|@4s on the day of their greatest | 
extra $120,000 has become available | 'etail food advertising, usually | 
Sunkist Thursday or Friday. . 
Typical of increased shipments 
up to Feb. 1 as compared with ship- 
ments for the similar 1940 period | 
are these sales of cars of oranges 
and lemons combined: Detroit, 609 
and 465; Albany, 162 and 87; Mem- 
phis, 130 and 88; Boston, 723 and 


c e ; Growers Exchange. - PRODUCTION MEN HOLD PANEL AT GRAPHIC ARTS SESSION 
Sunkist Boosts | , 


for the advertising of 
* oranges, it was revealed here this 
week by Russell Z. Eller, advertis- 
ing director of the California Fruit 


b 


* 


ba 
‘ 


Members of the Production Men's Club of New York staged one of the panels at the 1941 Conference of the Graphic A 


CHROMURA PRINT 519; Omaha, 175 and 149. early this month. In this group are: John Quinn, Pedler & Ryan; William T. Geller, Ferry-Hanly Company, who preside 
“Lemon and Soda” Clicks Daniel J. Gorman, Kelly, Nason, Inc.; Anthony LaSala, Geyer, Cornell & Newell; and Rodman P. Caterson, Campbe - | 
from KODACHROME ; ; Ewald Company. ee 


Mr. Eller declared that lemon 
- . ara « YY fA "or Cc 
sales are up 13 per cent over 1940, The cooperation of two cereal| fast table. Cream of Wheat also tages of Rhythm Step shoes. Bes jes 
and much of the rise is attributed 


¢ The ultimate incopy for process plate work! 


e Can be retouched as desired and fitted 


into art work. ¢ Gives new reproduction to the increased use prompted by manufacturers has given Sunkist | advertised Your ney Break - the a ae are supplied \ ith 

. . e e428 P ~~ act’? . ‘ ‘ -W > UTC. y , . ave - ., , y 
perfection —stops all technical alibis.e Cap- “lemon and soda” advertising. A oranges additional impetus. Seven- | sant ewe dl cd nape W : “d —" panne ~ hi es in et nd 
tures Kodachrome’s full richness—price recent survey indicated that such ty-five thousand display pieces are | paper anc MAGAZINE campaign. din. irect mail pieces to promote he 
$38.00 up—reduces plate cost—Investigate! use of lemons has gone up 60 per | being distributed featuring “Your Quaker Oats Company is now dis- | week. 


cent, and retailers report an ever- Favorite Breakfast,” consisting eo ee aeckes Gam con ood — ee Pa = ng 
ae - : ‘ wy . . }a combination o uaker Oats anc sh with page an ractio i¢ 
PHOTOCHROM « Chicago increasing interest in the combina- Cream of Wheat and Sunkist orange |“ °° Anan, pag ; 


oe me ML ~ee Be | 


: “ee Slee de? alee idle a | orange juice. page copy, some in color. and sc ne 
1141 W. Belmont ¢ Bittersweet 0036 tion. Lemons now are being fea- juice. These show a glass of orange | . in black and white, in Good Hou e- 
tured in conjunction with menus for juice and a large bowl of Cream | keeping Harper's ; Bazaar, Lad:es’ 
the Lenten season. of Wheat side by side on the break Rhythm Step Home Journal. Mademoiselle d 

| 


Woman’s Home Companion. Dei er 
Week Launched promotion materials also are be ng 


Take this sure short cut to the by Shoe Firm tir ryan, Chicane the age» 


BUYIN . | $§t. Louis, March 12.—Johnson, ~ 
POWER hal your marke Stephens & Shinkle Shoe Company Flanagan to Crowell; 


is varying its regular spring adver- Succeeded by Rowden . 
tising campaign this year with a John C. Flanagan, who was with th 
single page, black and white inser- the St. Louis Post-Dispatch in ‘ts 

tion in the March 24 Life, promoting Western sales office at Chicago for 


Controlled Circulation Publications skirt the ting expenses into creating and collecting vital | 


by-wavs. leap the barriers. and pitel - di ial a . ‘ buildi — Rhythm Step week March 22-29 as 14 years, has joined the Crowell- " 
\ ays. a] 1M yarriers, ane pate » your ad- editorial content. into built Ing SCle ntifie anc /a part of its silver anniversary cele- Collier Publishing Company to rep- ’ 
- . : : ‘ : , , | bration. ; resent The American Magazine in re 
vertising message right into the hands of every adequate buying power lists, and into making Practically all of the company’s Wisconsin and Minnesota. - pe 
; ‘ | dealers are reported to be tying in The eee ay h ie hy 

prospect in your market. sure that their papers reach all the key men. | Robert C. Rowden from the head- h 


with the week, a feature of which quarters national advertising staff Ci 
will be the three-step test. Dealers to the Chicago office to succeed Mr 

have been supplied with a 27x48- Flanagan. 

inch rug with three-foot marks —__—_—_——_—— 

woven into the rug to carry out the Romain Joins Phoenix 
idea that three steps are all that Wally Romain has joined Phoe: 
|} are necessary to prove the advan- Engraving Company, New York. 
source, be th 


NBC 
BLUE 
RED 


; : And human nature did the rest... for it’s 
And all because a group of business paper 


human nature for a man to read anything that 
publishers took another look at circulation 


A 


is vital to his interests . . . regardless of its 
problems some years ago. They found, as your 


own salesmen will tell you, that no salesman 


You can buy with full confidence for the 
can hope to reach and sell his entire market. 


—— 
= 


Controlled Cireulation Audit, a reliable and 
Busy executives are hard to reach .. . short on 


impartial audit, certifies the circulation facts 
time... hard to sell. And yet these are exactly 


and figures of all C.C.A, Publications. A test 
the men in your market you want most to reach. 


campaign will convince you of the power of 


So they lifted the handicap of the subserip this thorough, direct coverage. Take the tried 


tion sale from their publications to give adver- 


and proven short cut to your buying power 


tisers the complete and “bull’s-eye” circulation and sample the unique power of Controlled 


they wanted. They diverted subseription-get- Circulation advertising. 


, THIS ADVERTISEMENT 1S SPONSORED AND PAID FOR BY THESE LEADING C. ¢. A. PUBLICATIONS: om : : 


= Bakers Review Hiteheock’s Machine Tool Blue Book Modern Machine Shop 
" Bankers Monthly Hospital Topies and Buyer New Equipment Digest 
——— a Industrial Equipment News 


; Petroleum Marketer 
; Industrial Power 
Combustion 
ms F —— 

Jobber Topics Pit and Quarry Handbook 
Compressed Air Magaz‘ne : , 

Liquor Store & Dispenser Premium Practice 
Drug Topics . . 

& J Machine Design : 

Progressive Grocer 


Dun’s Review Meat 
Roads and Streets 
Electric Light & Power Meat Merchandising 
: Rug Profits 
Electrical Dealer Mill & Factory 


. ’ . , soda Fountain 
Electrical Manufacturing 


—_ a Super Service Station 
Equipment Preview 


Exeavating Engineer Tires 


What's New in Home Economies 


Graphic Arts Monthly 


Wood Products 


CONTROLLED CIRCULATION PUBLICATIONS. 
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EXPANDING 


— . ‘ 
oe 
> = 
A 
‘sp0-~ 9 MRS DAVIS! OLD-FASHIONED NOODLE SOUP 
WW AW EnvELOPE / 


cates oe gma Commnemenl eome cer te - “ 
aes nad prepare by me ee 


| GON TNENTAL NOODLE SOUP MIX 


Soup 17 an envelope is being given the 
benefit of an enlarged promotional 
budge 
sidiary of Thomas J. Lipton. Young & 
Rubicam is the agency. 


Patriotic Themes 
Dominate New Toys; 
Parlor Games Up 


Ten-Year Trend Away 
from Military Subjects 
Reversed 


New York, March 11.—In line 
with the nationwide effort to glorify 
the American way of life, the open- 
ing of the 39th annual American 
Toy Fair yesterday reveals that toy 
nanufacturers are swinging into 
step by emphasizing toys that pic- 
ture the advantages of a democratic 
order. With nearly every phase of 
homemaking, art, science, building 
construction, transportation and 
ndustry reproduced in miniature, 
the American way is the dominating 
theme of the exhibit. 

\ccording to H. E. Luhrs, presi- 

it of the Toy Manufacturers of 
the U. S. A., sponsor of the exhibit, 
the industry expects a “five to ten 
pen cent increase over the $240,- 
000,000 retail volume of 1940” as a 
result of increased consumer pur- 
chasing power “if production is not 
curtailed by difficulties in obtaining 
materials.” 


Material Difficult to Get 


While the grim business of na- 
tional defense might seem entirely 
set apart from the magic world of 
toys, Uncle Sam’s long arm has 
reached into the industry to cause 
some uncertainty about the future 
effects of various priorities. Al- 
though manufacturers have enough 
iluminum, for example, on hand for 
niniature aircraft, kitchen ware and 
parts of mechanical devices, there 

no doubt that substitutes will 
have to be found for future produc- 
tion. The shortage is already re- 
flected in a 15 per cent rise in the 
brice of aluminum parts. 

Restrictions on brass have 
ffected the output of musical toys 
ind further priorities may catch the 
ndustry in the middle of the sea- 

m. Lead, for example, which is 
ised for the silver “rain” on Christ- 
tas trees, is also good for bullets 
Insettled conditions involve not 
nly shortage of materials but 
so npower which may be com- 


The product is made by a sub- | 


CHARTS — 
LETTERS 


RAPID COPY SERVICE CO. 


123 N. WACKER DRIVE 


CHICAGO, ILLINOIS 
Te'ephone STATE 5977 
-_— 


mandeered for vital defense produc- 
tion. 

One manufacturer of Christmas 
tree ornaments estimated that alu- 
minum foil is used for 70 per cent 
of his line. He is also considering 
the possibility of a shortage of 
copper which is used to make tinsel. 

The defense program is further 
reflected in an increase in the per- 
centage of military toys, thus re- 
versing the trend of the last decade 
during which such toys steadily lost 
in popularity. Children will play 
with miniatures of the latest devel- 
opments in the military field, in- 
cluding all kinds of anti-aircraft 
protection. Doctors’ and _ nurses’ 
outfits are exhibited and English 
Spitfires and Nazi Stukas, replete 


ADVERTISING AGE 
with the swastika, can be built 
from construction kits. Coast de- 
fense guns and a miniature sub- 
marine that dives in the bathtub 
are on display. 


Much Patriotic Material 


Emphasis is on patriotic themes, 
with a wide variety of toys from 
kites and balloons to dolls and 
stuffed animals figuratively “waving 
the flag.” One large teddy bear 
comes in red, white and blue, with 
a music box in its head that plays 
“God Bless America.” The music 
boxes are especially valuable since 
no more can be imported from 
Switzerland. 

Echoing the desire of adults to 
cast aside the fears engendered by 


newspaper headlines, there is an 
increased demand for parlor games. 
Marksmanship games and building 
sets for adults are extremely popu- 
lar. 

Included among. scenes _ illus- 
trating the American way of life is 
a “pioneer set,” complete with min- 
iature covered wagon and animals 
A new development in the toy gro- 
cery field is a replica of the super- 
market. 

In response to the consumer's 
desire to save space in small apart- 


been limited to the trade. Details 
of the program will be revealed 
within the next two weeks. L. W. 
Ramsey Company has the account. 


Elect Leininger 

Allison R. Leininger, vice-presi- 
dent in charge of advertising, has 
been elected a member of the board 
of directors of the Parents’ Institute, 
Inc.. New York, publisher of 
Parents’ Magazine and other pub- 
lications. 


Simons-Michelson Named 


ments, a folding doll carriage has 
been produced. 

Consumer advertising is being 
planned by the Toy Manufacturers 
of the U. S. A. for the first time 
Heretofore, group promotion has 


The Simons-Michelson Company, 
Detroit, has been appointed to han- 
dle advertising for the Welt & Sons 
Paper Company, Detroit, maker of 
Ropecraft. Farm papers and direct 
mail will be used. 


gaagemre tee 


Ag ee eS 


HERE'S SOMETHING THAT 
WASN'T LEARNED IN A DAY! 


The “Gelandesprung” sudden turn takes more 
than a pair of skis, a couple of poles, some snow 
and the desire... Likewise, making photo-en- 
gravings for several hundreds of hard headed 
buyers takes more than a lot of equipment, a 
fancy sales talk and a low price... These same 
hard headed buyers, plus a goodly company of 
those who “speak with feeling,” realize that it 
requires knowledge, experience, skill and or- 
ganization. They're right, of course. But these 
alone are not enough. Unless they are co-ordi- 
nated and made to produce in terms of the adver- 
tiser’s—your—requirements for quality, service, 
time and cost, they're not a good buy, regardless 
of the price... It is the ability to make these 
factors function for their customers that has 
made Rogers the established photo-engraving 
source for so many nationally known advertisers. 
.. Consult us—no matter what your budget lim- 
itations are. It may be a helpful experience; it 


certainly will be a profitable one for you. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER-CRAFTSMEN OF PHOTO-ENGRAVING 


2001 CALUMET AVENUE e 


Phone: CALumet 4137 ° 


CHICAGO, ILLINOIS 
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February Linage 
in Advertising 
Press Up Greatly 


Chicago, March 12. 
of promotional 
advertising 
ary, 


The volume 
advertising in the 
trade press for Febru- 
totalling 278,586 lines, was 
substantially ahead of February of 
last year, when 241,654 lines were 
carried, and even more strikingly 
ahead of January, when 200,186 
lines were carried, according to a 
tabulation released here today. 

Newspapers accounted for the 
largest single portion of space used, 
their aggregate February linage be- 
ing 65,324, or 23.5 per cent of all 
linage. Magazines were a_e close 
second, with 60,214 lines, accounting 
for 21.6 per cent of the total. In 
third place was radio, 42,588 lines, 
or 15.3 per cent, and business pa- 
pers were in fourth position with 
30,394 lines, or 10.9 per cent 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Plant- 
ing Tables, Fishing Calendars, etc. 


The publications upon which this 
tabulation is based, together with 
their individual linage records for 
February, are as follows: 

Lines 
ADVERTISING AGE (W)..... 95,592 
Advertising & Selling 


¢ 2 || Ser 67,900 
Printers’ Ink (w)....... 30,744 
Printers’ Ink Monthly. 13,790 
Sales Management (sm) 33,628 
oUt re 36,932 
Change Ad Methods 

The Interior British Columbia 


vegetable marketing board has sus- 
pended advertising of prices in 
newspapers each Friday on interior- 
grown potatoes, and will use space 
weekly hereafter to extoll the su- 
perior qualities of the product. The 
change was made after the board 
found it difficult to establish a com- 
mon base price fair to all retail 
stores. The public is to be urged 
to buy at stores where red and 
white window streamers _ indicate 
dry belt potatoes are available. 


Seek Georgia Sales Tax 

A two per cent sales tax which its 
author, Rep. Walter Harris of Jen- 
kins county, estimates will yield 
$10,000,000 annually, has been in- 
troduced in the Georgia general as- 


McGee Displaces 
McCarthy in Air 
Battle of Comics 


New York, March 11.—‘‘Fibber 
McGee & Molly,” sponsored by 
Johnson’s wax, has ousted Chase & 
Sanborn’s Charlie McCarthy from 
second place, and the latter has 
slipped into the fourth place held 
last month by Fibber McGee, 
according to the first advance report 
on evening radio programs _ in 
March released today by C. E. 
Hooper, Inc. 

Jack Benny, sponsored by Gen- 
eral Foods Corporation for Jello, 
continues in first place and Pepso- 
dent’s Bob Hope in third. 

Ratings for the two months for 
the four comedians are as follows: 


March Feb. 
Jack Benny ........ 37.2 37.2 
Fibber McGee ..... 33.3 29.2 
oe ere 29.4 29.6 
Charlie McCarthy... 28.5 32.8 
Thresher to Cole’s 
Wood Bros. Thresher Company, 


Des Moines, maker of threshing ma- 
chines, combines and corn pickers, 
has placed its account with Cole’s, 


a i . 
AS 


| 
N 
* 


SY 


a\ 
AA 


We Ne he 


PEER E MY 


| * Pp 


\ 


AA 


building. Orders 


their printing plans 


Polk & La Salle Streets 


tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 


housed in this modern, fire-proof 


be handled efficiently and promptly. 
Located within easy walking dis- 
tance of Chicago's Loop district, it 
is most convenient for buyers to 


drop in at our office and discuss 
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YUR PLANT AT 


124 WEST POLK STREET 


A Center of Printing Activity 


Complete facilities for the produc- = 


of any size can 


with us. 


PRINTING PRODUCTS CORPORATION 


P=) 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. 
a Catalog, Publication, Book- 
let, Broadside or other form 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
to cooperate with you on 


your next job of printing. 


sembly. The measure, if passed and Inc., Des Moines. The company will 
HART WRIGHT COMPANY signed, would become effective use direct mail, farm papers and 
Clearwater, Florida (Winter Office) July 1. local newspaper advertising 
 —_ 
i } 
- g- 
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CHICAGO 


AMERICAN MADE 


am CROWLEY'S '1s 
HISTORY REPEATS ITSELF! 


Tavnig Years tge to the Bag. We Offered and Sold Out. at Bigher Prices 
i 10.000 Pairs of “Chameoinetto * bleres, Wade in Barepe! 
oon 
“ 
“oe 
mt 
¢ “ 
a -_ 


Monday, CROWLEY'S dramatically offers 11,000 pairs of 


KAYSER ‘Chamoisette’ GLOVES 


Vow cee SPRING 180) f Remetertion” Made te Aamerinn ter ite Hirer dame. by Aamertnwee 
te Neerives Ferteries tar Neerives Women! 


Ps 


Kayser made-in-America Chamoisette 
gloves are getting a big play from re- 
tailers, as this full page newspaper ad- 


vertisement sponsored by Crowley's, 
Detroit, indicates. 


Kayser Splurges 
on New American 
Made Glove Line 


New York, March 11.—American 


industry will receive full tribute for 
its ingenuity and enterprise 
month when Julius Kayser & Co 
launches national 
the first Chamoisette gloves to be 
made in this country. 
a new American 


labor under American working 
conditions. 

The history of the Chamoisett¢ 
glove extends back to 1901 when 


Julius Kayser, founder of the com- 


pany, brought from Germany a yel- 


low cotton glove guaranteed to wash 


perfectly and sell at half the priee 
of the real chamois product. 


this 


4 colors. 

Heralded as 
industry, the 
gloves will be promoted as a prod- 
uct made in America by American 


Fol- 
lowing an enthusiastic response, the 


— 
company set up its own factori, 
Germany, and production cont), 


until after the outbreak of th, - 

World War when German factorje. 

were closed. 
With the coming of peace. jp. 


portation began again and alt 
the price of the gloves had ) ; 
$2.50, sales touched a record , 
While the company, handicap; 
the lack of proper machiner) ang 
cotton, made efforts to manut 
the gloves in America, the pos -wa, 
| prejudice against German. ade 
goods developed and impor’ tion 
ceased again. 


A Factory Hegira 


Kayser subsequently mov its 
factories to Czecho-Slovakia, %p), 
to be thwarted here and ag in 
Poland when the Nazi legions | de; 


Hitler marched into the two | oyn. 
tries. Despite these obstacle _ the 
company managed to bring it. ma- 
chines to America, and using ‘ar 
|obtained from domestic ttor 
grown from an Egyptian eed 
finally succeeded in establish 
new American industry. 

| As a consequence, Chamo ett 
gloves for the first time ca: y ; 
“Made in America” tag and s: | a! 
a retail price of $1. 

In their individual promoti:» of 
the gloves, retailers have e: ‘hu- 
siastically exploited the na‘ion- 
wide patriotic trend. Crowley's, De- 
troit, and Rosenbaum’s, Pittsb: rg} 
for example, used newspapers thi 
month to present the entire hi:‘or 
of the gloves and announce e| 
American manufacture. 

Kayser will promote the g) ive 


. in a half page insertion in Life an 
advertising for 


a full page in Vogue, both in tw 
Pettingell & Fenton i 
agency. 


Promote “Soap Box” Derby 

The Chevrolet Motor Division’ 
annual packet for promotion of the | 
1941 Soap Box Derby has _ bee: 


» issued by Campbell-Ewald, Detroit 


to 300 papers, most of them co- 
sponsors of the annual classic f 
juvenile dare-devils. In addition t 
the packet of publicity stories, th 
issue includes 100,000 rule books f 

children entering the derby, guid 
books on how Derbies should | 
run, labels for cars and posters 
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IN DODGE POST A lj frigerator inventories are accumu- affected, the paper reports, by the than ever, the folly of price-cutting 
n pp ance la e lating, range inventories also are fact that the plant of one of the is heavily underscored.” 
4 accumulating but not at such a largest washer manufacturers is on —— : 
. s «8 gs speedy rate, and washers are “mov- strike, and by the possibility that Joins Vincent Tutching 
. 0 fimistic Over ing rapidly into consumers’ hands financing of refrigerator inventory Samuel J. Henry, Jr., who re- 
p at about the rate of manufacturers’ has trimmed many dealers’ ability signed recently as director of the 
- shipments to distributors and re- t) make any heavy increase in Bureau of Radio Advertising, Na- 
! | d f F f tailers. washer stocks. tional Association of Broadcasters, 
‘ mme ld e U ure In the refrigerator field, dealers “Many retailers see the buying has been appointed director of the 
. anticipated price increases and pos- power of their oui communities gage eno onggges pga a 
Vy »% ark . $. a . 4ASS le >s ~ as 
‘a New York, March 13.—That the = vec shortage, according ar increasing at a rapid rate and know advertising and publicity aaeney. : 
". electrical appliance trade is optimis- -_ gyn and distributors report that greater appliance sales are sure ore 
. tic and the public more receptive | 4¢@le orders = Se sw “S| to result. They evidently have had Adds to Staff 
le to higher prices for refrigerators,) Much as 100 per cent above 1940.) the conviction that prices were due Oe a ie 
“ ranges and washers, are conclu- February retail sales, too, showed to go up—and in respect to refrig- , August rhea, formerly produc- 
iS ge aaa tae Tee . |an increase. ion manager of Syndicate Adver- 
sions drawn in an editorial appear- ae ae . i 3 | Crators this has already been tising Company, New York, has 
ing in the March issue of Electrical Advance , buying also figured in accomplished. How nearly price in- joined Alan B. Sanger, industrial 
Merchandising. the range field, where February re~ | creases On ranges and washers im-. ad\ ertising, New York, in a similar 
t January appliance sales figures, tail sales were above January but pend is not known,” the editorial capacity. 
ily according to the business paper, still below manufacturers’ ship- declares. 
in show, as expected, an all-time high ments. “The current situation, with the 
le for major devices. Refrigerator Floor Samples Go public highly receptive and with in- LAYOUTS 
di sales soared by 60 per cent over In the washer field, however, re- | creasing purchasing power, and the LETTERING 
the January, 1940, ranges by 38 per ports indicate that the retail move-| trade carrying large stocks of two \ HLUSTRATING 
- cent and washers by 12 per cent. ment is the best in history with | of the most wanted appliances, calls CEN te 
say | Electrical Merchandising, after a back orders heavy and manufac- for active and energetic promotion 
ns J. R. Ackerman, who has been named Guick survey among retailers, turers’ inventories low or non-ex- and sales, especially by the retailer. as STRIBLING tn ee 
bn director of merchandising and advertis- wholesalers and manufacturers, re-  istent Many dealers report sell- Conditions are favorable for dealers 140 South Dearborn Street Chicago. tit 
> ing of the Dodge division of Chrysler. ported the following picture: re- ing floor samples. The situation is| getting their full prices. Now, more 
tte a 
-. § Big Sample Drive 
f 
_ | Paves Way or 
«- f Beer Promotion 
Oon- 
De. Chicago, March 13.—Following a 
g} igt successful winter sampling 
hi dr the Atlantic Brewing Com- 
yr pan maker of Tavern Pale beer, 
ej S ying plans for an_ intensive 
new consumer campaign through 
v he spring and summer months. 
in The Chicago brewer, in a “Once 
W n Lifetime” sale, used full-page 
the pi n the Chicago Tribune and 
Time plus Cicero Life and Chi- 
cago Defender, to offer a 52-cent 
ie—a quart, a steinie and an ex- 
rby port bottle of Tavern Pale—for 25 
. ‘ie ent The offer was limited to a 
, o million bottles. First copy broke 
troit Feb. 14 in the Tribune and three 
C0- lays later further advertising was 
fe vithdrawn while the brewery strug- 
on t ed to meet demands. By the end 
t f the offer’s time limit, Feb. 22, the 
is I jU was 75 per cent oversold to 
7 " umers, and dealers had piled 
“e ip heavy back orders. A full pro- 


iF gram of point of sale material, pre- 
pared by Weiss & Geller, the agency, 
accompanied the advertising. 

As a result of the campaign, the 
company is reported to have boosted 
its distribution in package stores 
from 70 to almost 100 per cent and 
added hundreds of groceries, drug 
stores and taverns to its outlets. 


Joins Army 


Julius L. Klein, account executive 


with Norman D. Waters & Asso- 
ciates, New York, has been given 
leave of absence to join the U. S. 
rm) Arthur B. Kaplan is taking 
charge of his accounts until his re- 


turn 


AITHORN service is 
complete — Ad- Setting, 
Engraving and Printing. You 


can use one or all as required, 
bur all are here ready to serve 


you Experience proves that 
. there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quancity. Phone Wabash 7820. 


) A 
RK Faithorn Corporation 


504 Sherman Street, Chicago, Illinois 
AComplete Day and Night Service for 


ver 


| isersand Advertising Agencies 
ey 


National Sales Representatives: 


MACY & KLANER 


Wrigley Building, Chicago, [linois 

JAM HANDY THEATER SERVICE, INC. 
19 W. 44th Street, New York City 

General Motors Bldg., Detroit, Mich. 


“My goodness,” said Alice to no one in par- 
ticular as she gazed around the dark interior of the motion picture theatre, 
“the people here are all Eyes and Ears.” She turned and looked at the magic 
screen and sure enough she felt herself turning into two great big staring eyes 
and two pretty, pink ears. 


The White Rabbit nudged her. “There,” he said importantly, “an adver- 
lising message from the screen reaches people through both the eye and the ear 
at the very same time. And what's more,” he went on as Alice nodded wisely in 
agreement, “modern production technique permits a thorough demonstration 
and the unfolding of an entire sales story in just one minute!” 

More than 10,000 motion picture theatres, located from coast to coast, have 
made their screens available to a select number of advertisers wishing to show 
Minute Movies at a basic cost rate of $3.00 per thousand readers-hearers reached, 


GENERAL SCREEN ADVERTISING, INC. 


WRIGLEY RCILDING 


* CHICAGO,LTLLINOIS 


We are now at liberty to give actual 
facts and figures covering experi- 
ences of several Minute Movie 
advertisers—including such prod- 
ucts as Eveready Flashlights, Alka 
Seltzer, Shell Oil, Kraft Chocolate 


Alice Tells All in Her NEW Book 
—Copy Reserved for You 

Malted Milk and others. Study the 
different formulae that have in- 


creased sales and distribution at a 
proportionately low cost. Write 
today for your copy of “Alice in 
Minute Movieland.” 
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ADVERTISING AGE 


Home Test Kit 
Paves Way for 
Sabel Fabric 


Walpole, Mass., March 13.—A 
home test curtain kit, secured by 
means of a coupon on consumer | 
advertising, is the sampling method 
being used by Kendall Mills to in- 
troduce its new type curtain fabric 
with the registered name of Sabel. 
The fabric, made of cotton, is being 
promoted with the line “They Wilt 
Not, Neither Do They Shrink.” 

Fractional, black and white pages 
are being used in Good Housekeep- 
ing, House Beautiful, Ladies’ Home 
Journal and Woman’s Home Com- 
panion to tell a story of negligible 
shrinkage, no starching, no stretch- 
ing, easier ironing and long life 
finish. Small sketches with a hu- 
morous slant depict the innovations 
claimed for the fabric. 

The advantages of Sabel and the 
promotion program outlined for it 
are being brought to the attention 
of the trade through full pages in 
Department Store Economist, Dry 
Goods Journal and Retailing Home 
Furnishings. 

In licensing a curtain maker to 
use Sabel fabric Kendall Mills pro- 
vides labels for each pair of cur- 
tains as well as a curtain band or} 
pin ticket, one of each for every 
five yards of material a customer 
buys. A “slydin” hang ticket and | 
bolt insert is provided for the fabric | 
when sold in bolts. Counter display 
cards also are provided for use in 
the end of a Sabel bolt. Personne! | 
training folders are provided for de- 
partment store clerks, and mounted | 
display cards and newspaper mats 
are supplied. 


Myron Smith Retires | 
Myron L. Smith, publicity director 
for the Cincinnati & Suburban Bell | 
Telephone Company and with the 
company for 34 years, has retired 
under the company’s retirement 
plan. He is a past president of the | 
Advertisers’ Club of Cincinnati. 
Arthur F. Oldham, editor of the 
“Telephone Bulletin,” has been ap- 
pointed to succeed him. | 


(Two Billion Dollar) Negro Market 
in the United States 


Contact us 
We are prepared to assist advertisers and 
advertising agencies in reaching this impor- 
tant and lucrative market. 
Write today for particulars. 


EDWARD A. BAKER CO. 
PUBLISHERS’ REPRESENTATIVES | 
457 Book Bldg.—Detroit, Mich. 


14,000,000 (14 million) Negroes in the United 
States spend $2,000,000,000 (2 Billion Dollars) 


| 
TO REACH THE $2,000,000,000 | 
| 


annually 
ARE YOU GETTING YOUR SHARE OF THIS 
BUSINESS IF NOT--CONTACT US--WE CAN 


ASSIST YOU 


aM 


TUNSSIFIED PHOTOS 
U 


PHOTOS 


> Write for Photo Library 
of 2000 Subjects 


425 S. WABASH AVE. CHICAGO] 


JOHNNY, SUPPOSE YOU DO THE 


THEN DO THEY ALL ue ee 


March 17, 194) 
THE GOVERNMENT GIVES YOUNGSTERS A SHORT COURSE IN LABELING AND GRADING 


IT SAYS HERE PRICES DONT ALWays 


— 


> VG ee 


ee 


{wnarcans DO FOR YOU sounny? ) 


MY MOTHER WANTS 2 POUNDS 


—, OF TOP ROUND STEAK- 


Lf MY MEAT DOESNT HAVE TO 
» | HAVE A QUALITY STAMP = 
: JUsT TAKE MY WORD! 


I'M SORRY, MR TWINKLES 
BUT I'D RATHER BUY THE 
KIND THATS GOVERNMENT 

QUALITY GRADED 


Ste 


tall 
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OF EACH SIZE & WHEN | GET HOME E> 71 | WHICH KIND SHOULD 1 BUY, SN NOW GRADE A COSTS Ic, CRADEB P INTIASILIES ag 
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DOES IT SAY “U.S. GOOD*ON THE 


MEAT? MY BOOK says TO ALL MY MEAT 
LOOK FOR THE QUALITY 6 GOOD MEAT, 
; GRADE MARK 7 


WE EAT SUCH ALOT 
OF MAYONNAISE, | THINK 
I'LL TAKE A PINT 


WHAT KIND OF BREAD 
DO YOU HAVE? 


WHAT YOU WANT 


HERE I$ OUR FINE 
/ DIMPLE DUCKLING. JUST 


C 


Oe | 


25 ins 


GLADLY- WE CARRY 
“US GOOD" AND “Us 
COMMERCIAL’ 


tHADA HARD TIME FINDING 
YOUR STORE MR JOLLYPOP-WILL 
YOU SHOW ME YOUR DIFFERENT 
GRADES OF ROUND STEAK? 


MR DOODLESNIFF? 
THE LABEL DOESN'T TELL 


BUT HERE- IT SAYS IN MY 


WHAT'S IN THAT BREAD? 
IT'S BREAD - AND NONE 
FINER MADE 


BOOK THAT BREAD WITH MILK 


1 DONT KNOW 
IF ITHAS MILK IN 
IT OR NOT-BUT 
IT'S SWELL BREAD! 


eal 


— | 

F YOU WANT SWELL BREAD | 
fr ee | 
5 DIMPLE DUCKLING | 
— 
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{US GOOD” GRADE COSTS 27 ALB. ) 


SLOWLY, AND 
SHE'LL HAVE *e ty A FINE DISH 
EN \A 


|| GEE, THESE (OVERNMENT 
P| GRADES CERTAINLY HELP YOU 
"(NOW FOR SOME MAYONNAISE 


“US COMMERCIAL’ COSTS 24¢-IT ISNT Ff 


THANK YOU, MR JOLLYPOP- 
IL TAKE 2 LBS. OF THE 
*US COMMERCIAL” 


THIS I$ SOME JOB, 
GETTING YOUR MONEYS 
WORTH BREAD LABELS 


I 
BOY, OH BOY! IF] HAD TO SHOP EVERY 
DAY I'D NEVER HAVE TIME TO PLAY 

IVE BEEN AT IT FOR TWO HOURS ' 


he 


29 fe 


LET'S SEE, CAN GET ONE DT 
FOR 2% OR TWO 1/2 PTS 
FOR SAC I'D SAVE 9c IF 


| BOUGHT THE PINT 


23 


ainsi, 


JOHNNY, 'M PROUD OF YOU- 
YOU BOUGHT GOVERNMENT 
GRADED MEAT! 


ITELL YOU ABOUT 
THE ORANGES AND 


AND WAIT TI 
O WAIT TILL TONIGHT- HE'S LEARNED 


HARD 


I THINK JOHNNY DESERVES A SPECIAL REWARD 


TWO THINGS ALL BY 


HIMSELF: HOW TO SHOP CAREFULLY & HOW 
AT I$ WITHOUT GOOD LABELS 


MAYONNAISE ! 


5 P 


al/e} “3 


AND BELIEVE ME, DAD, IF 1HAD 
TO BUY EVERY DAY I'D RAISE 


THE DUST TILL! DID 
GET GOOD LABELS! 


“ 
a 4 


g 
| 
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This remarkable cartoon sequence occupies four full pages in the “Junior Issue" of the Consumers’ Guide,” published by the Consumers’ Counsel division of the D-part 


ment of Agriculture, under the direction of Donald Montgomery. 
ing wariness of brands, dealer recommendations, and advertising. 


the upper right hand corner, Page 3 


at lower left, and Page 4 at lower right. 
the Consumers’ Guide, with additional circulation permitted for those willing to 
taken is described as “for boys and girls who want to have a part in working by themselves and with their families 


The special issue from which this cont 
toward a safer, healthier, wiser world. 


Read the continuity carefully, and note how favor is built up for government grades, and a corre: 20n¢ 

The first page of the feature is reproduced in the upper left hand quarter of the plate, Page 2 i" @ 
Government appropriations pay for the printing and distribution of 150,000 cor es of q 
pay 5 cents a copy, or 50 cents a year. 


ty is ae { 
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New Macfadden 
Officers Are Elected 


Fulton Oursler, editor-in-chief of 
Macfadden Publications and editor 
of Liberty, and Harold A. Wise, ad- 
vertising director of Macfadden 
Publications, have been elected vice- 
presidents of the company. Charles 
H. Shattauck, manager of the West- 
ern offices at Chicago, has been 
named treasurer. Haydock Miller 
becomes vice-president and secretary 
|}and will be in charge of book sales 
and foreign business. 


Grant Agency Expands 

Grant Advertising, Inc., Chicago, 
has moved to larger quarters, oc- 
|}cupying the entire twenty-third 
| floor of the Palmolive bldg. 


Superman for Horlick’s 


Horlick’s Malted Milk Company, 
Racine, Wis., has undertaken radio 
sponsorship of the 
character, “Superman,” in a 26- 
weeks’ test series on Station WLW, 
Cincinnati, five times a week, and 
Station WGN, Chicago, three even- 
ings a week. 


Bids for National Copy 

The Lower Merion Newspapers, 
Inc., Ardmore, Pa., has set out for 
more national advertising with a 
two-fold offer. The company has 
cut handling and production depart- 
ment costs for local weekly news- 
paper advertising by accepting copy 
on a one-order, one-insertion, one- 
| bill basis for all papers. It also is 


super-human 


offering to include names, addresses er’s dealers at the foot of t 
and phone numbers of the advertis- 


without additional charge. 


Ld 


Nationwide, Local 
Or Selective 
Distribution 
At Low Cost 


PRICES ON REQUEST 


USE BOOK MATCHES FoR 
@ PUBLICITY 

@OCEALER HELPS 

@GOOD WILL BUILDERS 

@ COUPON INQUIRIES 


COMMISSIONABLE To 
ADVERTISING AGENCIES 


RECOGNIZED 


*.MIGHTY MIDGETS 


OF THE ADVERTISING WORLD 
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Compulsory Arbitration 
of Ltbor Disputes 


W.ether compulsory arbitration 
of ).d0r disputes should be insti- 
tutec in the defense industries was 
debaied in print in the February 
Modi rn Industry by Edward Eugene 
Cox, Democratic representative 
from Georgia’s first district since 
1925, and member of the House 
committee on rules, presenting the 
affirmative, and C. V. Whitney, 
chairman of the board, Pan Ameri- 
can Airways and president, Arbi- 
tration Association. 

Referring to the labor strife dur- 
ing the last decade, Mr. Cox called 
this a reflection of the spirit of 
labor's Own factional discontent 
during those years. Despite all the 
effor's of its best friends, he pointed 


out, including the President, labor 
still refuses to resolve its internal 
strife and embark upon a course of 
peace. “And even as labor is un- 
willing to modify its discontent 
within its own ranks, it is unwilling 
to modify its discontent with man- 
agement and enter voluntarily upon 
a general program of cooperation 
or conciliation,” he concluded. 

On the other hand, Mr. Whitney 
maintained that stoppages of de- 
liveries of war materials so vital to 
national defense 


oul can most as- 
suredly be avoided without com- 
pulsory arbitration. This can be 


accomplished, he suggested, first by 
giving priority in the granting of 


those contracts to concerns that 
have conciliation, mediation, or 
arbitration arrangements with their 
men, voluntarily entered into by 


mutual agreement. Second, by hav- 
model provision for arbitra- 

n in all labor contracts, which 
illows a cooling-off period before 
rike can be called without deny- 

ing the right, and which provides 
bitration when this fails. And 

istly, by having impartial and 
complete machinery and facilities 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


so there need be no delay in invok- 
ing these provisions the moment the 
grievence or dispute raises its head. 

“Whatever legislation may be 
found necessary to end strikes as a 
measure of national defense,” he 
declared, “it should not be in the 
direction of destroying the volun- 
tary principle of arbitration, now 
being so generally used in labor 
contracts.” 


Is Our Hemisphere 
Safe from Invasion? 

An aerial invasion of 
nental America would be no par- 
ticular problem for a foreign foe 
taking the South Atlantic route be- 
tween Dakar and Natal, according 
to the analysis of Heraclio Alfaro, 
of Aircraft Engine Development, 
Inc., writing in the February Aero 
Digest. 
air power to control the Africa- 
Brazil sea lane, and using planes 
which would carry 100 soldiers each, 
which are nowhere near the largest 
that can be built today, Germany 
could land 35,000 men and 3,500 
tons of supplies in the first week. 
Whether this would constitute a 
menace, however, depends upon 
many circumstances, the writer 
points out, but nevertheless indi- 
cates that America’s best 
would be its ability to take the of- 
fensive in such an event. This 
would require that its air force 
should be able to strike mighty 
and timely blows far away from 
our shores at the enemy’s source, 
thus making long-range sea-going 
bombers essential. 

The type of aircraft that would 
be necessary, and can be developed 
within the next couple of years 
with existing equipment, would be 
one that could carry a bomb load 
of 20,000 pounds at a cruising speed 
of about 300 mph. and have a range 
of 4,000 to 5,000 miles. It would be 
well armed and carry a crew of 


Using its combined sea and | o¢ Chicago will conduct its second 


defense | 


THE SYRACUSE HERALD-JOURNAL 
PUTS THE RICH CENTRAL N. Y. MARKET 


--IN THE PALM [| 


OF YOUR HAND 
97 2% COVERAGE in SYRACUSE 


REACHING 50,000 FAMILIES OUT 
OF 53,000 IN SYRACUSE. 


IN ADDITION TO 50,000 MORE 
) FAMILIES OUTSIDE OF SYRACUSE. 


THE SYRACUSE 


HERALD-JOURNAL 


Yells Central New York at One Low Cost 
ASK YOUR PAUL BLOCK REPRESENTATIVE 


ten or twelve. With the assistance 
of fast surface tenders and a com- 
plement of scouting fighters of sim- 
ilar range, these planes would be 
able to strike effectively against 
enemy key points, such as bases, 
factories, and power plants. 

The backbone of security for the 
Western hemisphere, Mr. Alfaro as- 
serts, lies in taking the initiative in 
long range attack. Otherwise, he 
Says, we must accept the enemy’s 
attack and defend ourselves with 
our backs to the wall, just as Eng- 
land is defending herself. 


Hold Penton Election 
Stockholders of the Penton Pub- 
lishing Company, Cleveland, elected 
nine members to the board of direc- 
tors at their annual meeting, and 
officers, including E. L. Shaner, 


Conti- | president and treasurer, were subse- 


quently elected at a meeting of the 
board March 7. G. O. Hays was 
named vice-president, F. G. Steine- 
bach secretary and E. L. Werner 
assistant treasurer. 


Show Mail Leaders 


The Direct Mail Advertising Club 


annual Exhibition of Campaigns of 


the 50 direct mail leaders, at the! 


Hotel Sherman March 19. The lead- 
ers were designated 


Atlantic City last fall. 


PM Whisky 


Uses Glowing 


Gardenia Motif 


New York, March 12.—An inno- 
vation in advertising copy is being 
introduced by Lloyd, Chester & Dill- 
ingham, New York, for its client, 
National Distillers Products Cor- 
poration, with the use of luminosity 
to make gardenias, the symbol of 


PM whisky, glow in the dark. 
Sheets have been printed with this 
feature and the agency now is 


working with ink houses to pro- 
duce a luminous ink for use in pub- 
lications. By exposing the printed 


sheet to the light for a few seconds | 


Appoints George Bijur 


the gardenias are made to glow for | 


a considerable time. 

The use of the gardenia motif is 
designed not only to emphasize the 
quality of the product but also to 
gain and hold the interest of deal- 
ers. Salesmen for the corporation 
are using the gardenia idea by pre- 
senting customers and_ prospects 
with a luminous gardenia and tying 
up the PM quality story with it. 

Copy which is appearing in Cue, 
Harper's Bazaar, Life, Newsweek, 


at the 1940 The New Yorker, Promenade, Social 
National Direct Mail convention in; Spectator and Vogue plays up two 


beautiful gardenias above a bottle 


of the whisky with the single line 
in large script: “A rich perfection 
that only Nature rivals!” 

Window displays have been pre- 
pared with the gardenia idea. 
Other dealer helps include electric 
signs for the bar, gardenia menu 
cards and little table cards or an- 
nouncements with an artificial gar- 
denia attached. 


Leases New Studios 


Station WINS, New York, has 
leased new quarters at 23-31 W. 
43rd street and is preparing for 
occupancy about June 1. Initial 
plans call for the building of five 
large studios, three small studios 
and an auditorium. 


Industrial Tape Corporation, New 
Brunswick, N. J., has appointed 
George Bijur, New York, to handle 
the advertising of Texcel, new 
transparent cellophane tape. Copy 
will appear in national magazines. 


PHOTOS #2125 c 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail Send photo or negative. We do the rest 
Quotations supplied for any size Same low prices. 


| Photo post cards |',¢ in lots of 1000. 


Window Displays— Enlargements Transparencies 
Commercial Photo, 41 W. 45th St., N. Y. C. 


\F WORK FOR VOL 
—DAY AND NIGHT 


2 TIMES AROUND 


until 


“to SURE 


Eight-fifteen a. m. 


two-fifteen a.m. 


THE CLOCK 


Dawn to dusk, and through the midnight 
hours, SUPERIOR’S staff is in action! 


Stretching the day to save you precious hours on 


engraving, ad composition. Getting your 


rush job out on time without overtime charges. 


SUPERIOR’S day-and-night service assures 


you of “quality with quickness.” 


Next time, try SUPERIOR. Just phone — you'll 


find our promptness will please you. 


Out-of-town orders 


given special | 


SUPERIOR ENGRAVING CO. 
215 W. SUPERIOR ST. 


attention, | 


CHICAGO, ILL. 
PHONE: SUP. 7070 
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194) 
—, 
— ie ; The two road shows operate 7 
L. A. “Times” Wins , a ee ee SALES OF CHAIN STORES 
Merchandising Award - n rd uces under the direction of district sales Fates es a a 
g offices which arrange for attendance | 1941 1940 on L oss 1941 194 
The Jotsford, Constantine & of customers at the shows. Each “—-— a $ 2.665.982 § 2.075.045 $ 5 
seem ghee ~ oe ex- Tri-Clad Motor traveling unit consists of three or “roses Groce, & = 
Tience erchs ‘ . ‘Yra- > > ons . tke Co 005.9 4402.8 +83 0.923.908 
n merchandising coopera four tons of exhibit materials, a) exusjona) 7 “gorge eye $0.989.9 
tion has been presented to the Los = sy eperay es pga p+ be ey Add betden-tp ’ 
coo an knock-down stage and a_e pro- iSafeway 1,911,041 ¥. 972,02 62. 379.481 
Angeles Times. Honorable mention . . ; | ' : : 
went to the Portland Oregonian and fessional master of ’ Cone, & Group Total $ 60,¢ 29) $ 56,313,341 7.7 $118,1 " $108 
San Diego Tribune-Sun Union. factory representative and two Mail gee — F 
fot P ° Se; s toebuck 9,991,529 0,835.7 4 4 ~a.9 s & j 
The silver plaque was awarded on truck drivers. A traveling show) giicc.) "3,315,216 ryiitr “¢ $063,758 "es ‘ 
the basis of cooperation extende H d anager functions as a rance | Montgomery Ward $40,560 530.347 0 67.236.008 
the N om il Biscuit Pee a ~~ Intensive Groun work yore = function a an advance ntgomery ul ' 0 j 10.8 ~ 05 P ; 
Snow Flake cr ‘ke ; 4 e ¢ g B k D S | R a , » & . Group Total $ 87,147.36 $ 74,989.16 1 $1 62.0601 $l4s se 
. a : — I ' advertising reaks own ales e-| The show itself is a model of | Drug Chains 
“< < J ; g ’ » ¢ i - . . hook : o 4TH 9 7 ’ 35.208 108 
en Serine October and No sistance interesting activity. A liberal use = es , tte aan : oe a 1,30 
> ye { 2 : 4 : ople's 190,00 25,0 0 108.610 G8S.6 
’ : is made of skits to dramatize the Walgree 6.325.996 5,970,574 6.0 12.805.6323 11,824.69 
‘ two years of work the company has - : : 
s Mare y | General ? Group Total $ 8,963,691 §$ 8,437.43 ' 8 fi < 1 
rges Sunday Sales Tax Chicago, March 12.—Genera : : uy ABTA $ 18,247,451 16,829,1 
’ ‘ : F yut on the new motor. Both sound) Vari Mise: . 
A bill to impose a 10 per cent Electric Company is making its new , , é oe - ne Se gaaanaaas y 734 \ 
: =~ 6 one : hes ~* /and silent motion pictures speed the “aban ys mOOwns f12 45.6 1,390,494 4 
Sunday sales tax in Pennsylvania Tri-Clad electric motor come to life | cajec story he aise Gis ned Comsetieates Retan 
has been introduced in the state with a coordinated promotion drive Se SET Os 2 We — E oa eis ioe ies oes 
sti é : > pane td on 2 dison Bros 1,772,200 20 3.415,607 2,76 
house of representatives by Rep. which is unique not only for the — cart, mown up photo Fishman, M. Hi 277,747 1d 523,872 169 
Krise. The measure would exempt } i aa a graphs and a few pertinent lantern) Grant. Ww. T 6.771.174 10.8 13,426,104 12,040 
newspapers, cigarets, gasoline and , “0 scale on whien the campaign | slides help the speakers to drive - preem, Si. Es 8 At hod 5.0 », 886, 404 4,218,8 
me ‘ > J . ‘te . rar > ;. . Are Ss. 8 Os 24s 7.0 4 33.646 One ‘ 
oil, public utility services, transport ‘ °©'"8 conducted but also for the|jome their points. Not the least) Kress Ss HI 6,221,800 11.0 te Rae baa pete ® 
fares and professional services, but @’amatic way in which the new | attractive part of the show is the| [ne Bryant, Inc. 1,017,903 10.1 2,124,542 1,950.79 
, alka P _ . ° . »j y "eEce > aeroacc | ¢ ae . “ . . Lerner 401.31 } S1S.5 57 a7 
would take in all other items sold, Product is being presente d across | feminine interest in connection with McCrory , 222 990 ; ; + + “+ ; 
any: the oo One of the highlights the appearance of a treasure chest = Laotian Stores 1,465,653 + 11.7 2,926,802 2.619.354 
. nore — mw! . re Murphy, G. © 530,83 + 12.7 7 YS95 6,216,789 
Lektrolite te Penating of it program is a trave ling road | from which come sales manuals and = par threentet aan 537 7 : oe aa ye ; 
Lektrolite Corporation, New York, show, one of two, which is com- | product literature. Newberry, J. J 734,871 14.7 7.217.639 6,265,246 
has appointed Roy S. Durstine, New Pleting a three-day stand here to- oo J. C 18,345,282 14.4 8,641,247 34,322,389 
aed , . ; s Teste Auto 490,000 ” 696.0 ve 7.176.000 “ 0 
York, to handle its advertising. day. Much Promotion Material Woolworth, F. W. 23,666,319 116,762 ra 15'674.653 12°628, 796 
; After they have seen the show Group Total § 03.067.816 8 94.006181 4113 oiné.neiiie ‘Seet.eae.che 
General Electric men are supplied | Combined Tota! $250,711,841 $224,346,035 11.8 $496,288.945 $441,335.881 
with a Fact Book which gives them *Four and 8 week period ended Feb. 22. tFour and ¥ week period ended Fel 
a record of the points presented. — 
‘ 7. s . e © 3 , Ie . © . - 7 
G-E salesmen also get a kit which Sales of Chains and miscellaneous group di ving 
includes a sample cutaway motor in a February, with the two-month fig- 
a carryi “ase, 3: ‘ st ure being 11.2 per cent. Je. tery 
a carrying case, 35 mm. lantern Continue Upward — ~~ per cent We ern 
slides of selected sales charts and - Auto, with a 29.5 per cent inc: vase 
all the illustrations from the Fact During February eee oe Sa er OO 
Book. ‘ increase for the year to date, and 
: P Chicago, March’ 13.—Sales anor. ray ¢ , 
In forming its advertising pro- ten . i eae one Of | Fdison Bros.. with 20.5 per cent and 
. . . ‘nain stores con - ZO 99 « . 
gram G-E first prepared a No. 1 é siemens oO 200M 23.3 per cent, respectively, led the 
wie } ; upward during February, a tabula-_ ,,.,.. 
list of major markets to be reached om dual 1 tod ‘ \ parade. 
( we > ay » Apver- 
by space advertising. A No. 2 list 1 wag beg oe — 
‘ ; TISING AGE indicates. Among 28 
of less important industries from B Th M 
the standpoint of motor sales wa chains whese sales totals were omson oved Up 
4 é S Ss as . + 
‘ studied, 27 showed increases for the E. P. Thomson has been appoi'ted 
organized for a less intensive adver- sande ae eer 
month as s compared with 1940, the Manager of the Winnipeg, Man.., of- 


That's all they cost 
this WJZ Advertiser! 


H. BOUGHT ten minutes in the early morning over 


WIZ 


Ed East and his 


pected... far more than on any other station. 
inquiries cost only 4*/s cents each! 


Instead of buying thirteen weeks 


“Breakfast in Bedlam” 


the show. Returns poured in 


was 
twice as many as ex- 
“Live” 
Sales skyrocketed. 


his usual practice 


the delighted client signed up for twenty-six! 


Proof again that the right time and the right audi- 


ence team up into an unbeatable sales combination. 


Proof, too, that WJZ offers both. particularly in the 


early morning. 


Streamline your sales. Route your advertising into the 


world’srichest market via W JZ... National Broadcasting 


Company 


Represented Nationally by NBC SPOT Sales Offices 
NEW YORK CHICAGO SAN FRANCISCO 
DENVER HOLLYWOOD WASHINGTON 


\ Radio Corporation of America Service. 


? 


BOSTON CLEVELAND 


tising drive. Then the key business 
papers to reach these markets were 
listed. Twenty-five magazines car- 
ried the opening shot in January—a 
four-page insert in four colors 
throughout. A two-page announce- 
ment in two colors was used to 
reach the No. 2 motor market. The 
advertising program will be carried 
straight through 1941 and beyond 
with copy announcing new sizes and 
mechanical modifications of the Tri- 
Clad motor fast they are 
available. 
Before the 


as as 
advertising program 
broke, however, business paper edi- 
tors were invited to New York to 
learn the news angles of the new 
motor in a show entitled “One Hun- 
dred Years in Motor Progress—in 
One Hundred Minutes.” 


Direct Mail Important 


mail an- 
nouncement of the new motor, 
which went to an overhauled list 
prepared by customer organizations 
and salesmen, told the story of how 
the new motor was built and per- 
sonalized the men who are building 
it. A rotogravure sheet was used 


The opening direct 


with a generous array of pictures of | 


the men at work. Breaking a G-E 
rule, advertising reprints also were 
enclosed in the first mailing. Indi- 
vidual bulletins on various me- 
chanical modifications and sizes of 
the motor will be mailed at least 
once a month to this list. 

G-E dealers and agents will be 
supplied with a new series of blot- 


ters as a part of the campaign. 
Other direct mail plans are now in 
work for later release. One of the 
most highly regarded direct mail 
tools of G-E are its service bulle- 
tins, two current publications being 
“How to Select and Apply A-C 
Motors” and “How to Clean and 
Regrease Tri-Clad Ball Bearing 
Motors.” A new code-requirements 
card for fuse and circuit breaker 
requirements of motor circuits also 
has been released. All sales pro- 
motion letters for the motor are 
prepared on special Tri-Clad im- 
printed stationery. 

The large, national trade shows 
also are on the list of promotion 
activities for the Tri-C!lad motor 


with the new product being made 
the theme center of current exhibits 
surrounded by displays of motor 
parts and features. 


Joins O. S. Tyson 

Victor N. Raiser, 
sales representative of Hardware 
Retailer, Indianapolis, has joined 
O. S. Tyson & Co., New York. 


formerly Eastern 


only exception being Spiegel, which 
is engaged in a long-term revamp- 
ing of the character of its business, 
as reported in the March 10 issue 
of ADVERTISING AGE 

Four food chains showed 
crease of 7.7 per cent for February 
and a gain 9.1 per cent for the 
first two months of the year. Jewel 
Tea Company continued to lead the 
parade in this classification, with a 
February gain of 28.5 per cent, and 
a two-month gain of 29.5 per cent. 

The three mail order chains had 
an aggregate February increase of 
16.2 per cent, and a_ two-month 
increase of 16.7 per cent, with Sears 
pacing the field with increases of 
than 22 per cent both 
periods 

Three drug chains showed aggre- 
gate February gains of 6.2 per cent, 
and two-month gains of 8.4 per 
cent, with People’s showing the best 
figures—-9 per cent increase for 
February, and 11.3 per cent for the 
year to date. 

An aggregate increase of 11.1 per 
cent was chalked up in the variety 


an In- 


of 


more for 


fice of Morris-Patterson, Ltd., 
ceeding the late H. C. Skinner 


Adds to Staff 


Nathan R. Abelson has joined the 
editorial staff of Advertising & Sell- 
ing, New York. 


RICH IN BLACK 
RAPID COPY SERVICE CO. 


@ 123 N. Wacker Drive . .. CHICAG( 
e 415 Lexington Ave... NEW YOR 
@ Ninth-Chester Bldg. .. CLEVELAND 


the tibemaee elie j neil | n St. Low 


radio - exclusive 0 over st. Louis KWK 
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tting Personal 


Ge 


TOROS 
Add “proud papas”—Richard E. Berlin has a seven and a half pound 

daughter. He’s head of the Hearst Corporation. . . George Bijur is 

bask in the rays of Old Sol on a vacation at Sun Valley, Idaho... . 


Irma Ericsson, a.m., Shulton, Inc., can be found before the micro- 


phone on Wednesday nights at WINS. She interviews noted men 
and ymen on her program, “Success Secrets.” It’s a hobby for 
Miss *-ricsson.. . 


Young career women at the meeting on employment problems 
red by the American Woman’s Association are getting advice 
on the advertising field from Noriene Ruby, a.m., Kraemer Hosiery 
Con ny... 


— 


oy Allen, president of Chasers, Inc., will be counting heads in 
his ire time pretty soon. He’s going to operate a cattle farm on 
the 2)0-acre estate he just bought near Brewster, N. Y. Peacedale 


Farn includes a 20-room Colonial residence with all the trimmin’s 
swim ming pool, tennis courts, etcetera. . . 
Erwin, Wasey’s traffic department will have to get along without 


the services of George Foulder. His dream has come true—a staff 
neing job with Station WMC, Memphis. . . 

Wedding bells are in the offing for Robert E. Morrison, of J. M. 
Mathes’ commercial film department. The bride-to-be is Margaret 
an, a Brooklyn gal... 

“Lawrence Lanpher and Gordon Schonfarber are the richer by 
leather brief eases. They were gifts from the staff when the Provi- 
dence agency celebrated its tenth anniversary. . . 


Edward P. Ehrich, manager of syndicated programs of the NBC 


Radio Recording Division, and Edith F. Barnes, associated with the 
office of Ralph Edwards, master of ceremonies of NBC’s “Truth and 
Consequences,” said “I do” recently. William Hillpot, NBC-Blue 


program manager, and his wife were attendants at the ceremonies. . . 

It's “in the army now” for Louis H. Frohman, H. B. LeQuatte 
itive. He’s a lieutenant colonel in the Officers Reserve Corps 
and will serve one year at Camp Lee, Va... 


exer 


A host of 4,000 men and women in 14 cities celebrated the 50th 
birthday of Samuel Bronfman, prexy of Distillers Corporation-Sea- 
gra Ltd. Greetings were exchanged between New York, where 
Mr. Bronfman was guest of honor at the Waldorf-Astoria, and other 
by two-way telephone hookups. . . 


Mi Dorothy Scudder Doeg, daughter of Edward W. Scudder. 
of the Newark News, was married last week to Edward A. 
Foote, of Cleveland. . . Douglas P. Maxwell, formerly with BBDO and 
American Legion Magazine, has been called active duty as a 
aptain in the Air Corps. . . 


publishet 


for 


a) 


The sales staff of United Advertising Corporation gave a farewell 
bachelor dinner for Aaron Roth before the lone holdout of the staff 

lly succumbed and married Reva Finks... J. R. Buckley, publishe: 
{| Cosmopolitan, is chairman of the Magazine and Farm Paper Com- 


ttee, formed to support the 1941 expansion campaign for the Boy 


Scouts of Greater New York. 

Douglas Leigh, Broadway sign king, recently celebrated his eighth 
ve in the outdoor advertising business. . . 

Earl Gross, of Stevens, Gross Studios, Chicago, who had his first 


New York exhibition of water colors at the Macbeth Gallery, ending 
March 3, won splendid comment from the critics. .. James M. Cleary, 
v.p., Roche, Williams & Cunnyngham, Chicago, has been elected presi- 
dent of the University of Illinois board of trustees. He was 
ated there in 1911... 


gradu- 


Camilla Chandler, 15-year-old daughter of Norman Chandler, pres., 
Los Angeles Times, and chmn., Newspaper Publishers’ Committee, 
christened the new $2,127,000 cargo vessel, American Press, at San 
Francisco, in honor of the uncensored newspapers of the nation. 
Henry W. Stock, a.m., Knickerbocker Press, Albany, has been 
appointed by Governor Lehman to the board of visitors of the State 
Merchant Marine Academy, from which he was the first honor grad- 
uate in 1917. . . Chester I. Barnard, pres. New Jersey Bell Telephone 
Company since 1927, has been cited by the awards committee of the 
Advertising Club of Newark as “Newark’s outstanding citizen” fo: 
1940 Art Stringer, of NAB’s headquarters staff, Washington, is 
shaking hands with his left mitt these days. He burned his right 
hand when matches in his pocket ignited in some unknown fashion 
Arts next-door neighbor, Paul F, Peter, NAB 


anticipating a visit from Sir Stork, come April. 
daughter... 


research director, is 
He has a 10-year-old 


Gordon W. Kingsbury, dean of the school of advertising, Wayne 
University, Detroit, has been appointed assistant chairman of the 
Good vill Industries’ Detroit campaign to raise $44,500. Hollister 
Noble, of the CBS publicity department in Hollywood, was married 


March 14 to Iris Davis, press rep for the Earl Carroll theater in 
Holly vood. . 

Cecil C. Agate, ad manager of Piel Bros.. and Mrs Agate were 
guests of honor at a dinner given by members of the Advertising 
Men’s Post of N. Y. of the American Legion He is the retiring 
Commander of the Post 


Henry F. Woods, Jr., publicity director of McCann-Erickson, is going 


0 tell “how to do it” in a book on successful publicity to be published 
in the spring by Dorset House. He's been in the business for 15 
years 

Lo e Heaton, daughter of Lou L. Heaton, classified ad manage! 
of the Yew York Herald Tribune, was married recently to Dr. Frank 
K. Bi d, Jr., of Atlanta... 


cago, ow on his twenty-sixth year in sales and advertising, count- 
a h tart as errand boy with H. W. Kastor & Sons Advertising 
ani Chicago Leo Fitzpatrick, v.p. and g.m., WJR, Detroit, 
“a5 1 Mrs. Fitzpatrick und the children at Miami Beach for a 
onth acation 

Reed Meyers, WGN sales department, Chicago, is basking in the sun 
wn I da way H. F. Anderson, dir. of public relations for Gen- 
_ M Minneapolis, spoke before the Public Relations Clinic. 
Pen March 13, and exhibited the General Mills sound motion 
ja “Taking Stockholders’ Meetings to the Stockholders.” 

hs Tse ilarvey, WGN sales, is thinking of deserting his first love, 
“citing. for the pastoral delights of farming and is casting about for 
“Crea ge 


et 5. Cevasco, v.p., and member of the executive committee of 
as rt Frank-Guenther Law, is observing his 40th anniversary as a 
mber the agency staff 


sot we Se 


Perry Prentice 
Named to Post of 
‘Time’ Publisher 


New York, March 11.—P. I. Pren- 
tice, circulation manager and a vice- 
president of Time, Inc., has been 
appointed pub- 
lisher of Time, 
Roy FE. Larsen, 
president of the 
company, an- 
nounced today. 

Mr. Prentice 
joined the New 
York publishing 
company in 1930, 
as business man- 
ager of Fortune, 
and became cir- 
culation manager 


P. |. Prentice of all Time, Inc., 
publications in 
1934. He was elected a vice-presi- 


dent two years ago. 

The new publisher of the weekly 
news magazine was a Yale classmate 
of Henry R. Luce, chairman of the 
| board, and was associated with him 
in publishing the undergraduate 
Yale News. Later he worked for 
the Paris Herald and the New York 
Tribune, was publisher of the Cam- 
| den Post-Telegram, managing editor 


of the New Bedford Times and news 
editor of the Philadelphia Record. 

His place as circulation manager 
goes to Francis DeWitt Pratt, for- 
merly circulation manager of News- 
week, who has been Mr. Prentice’s 
assistant for the past and a 
half 


year 


Kiesewetter Gets 


Penn Tobacco Account 

H. M. Kiesewetter Advertising 
Agency, New York, has been ap- 
pointed by Penn Tobacco Company, 
Wilkes-Barre, to handle the Ken- 
tucky Club tobacco and Julep 
cigaret accounts. The company’s 
Vox Pop radio program will be 
continued 

The appointment fills a vacancy 
which has existed since Ruthrauff 
& Ryan secured American Tobacco 
Company's Half & Half account last 
January. 


Floor Coverings Appoints 

Floor Coverings, Inc., Roselle Park, 
N. J., has appointed the A. W. 
Lewin Company, Newark, N. J., to 
handle the advertising of its stair 
coverings and treads. 


LNA Meets May 27-30 

Lithographers National 
tion 1941 convention will 
May 27-30 at White 
Springs, W. Va. 


Associa- 
be held 
Sulphur 


Pinkham Verdict Wins 
High Court's Approval 


The Maine supreme court March 
11 ruled in favor of Supreme Court 
Justice Sidney St. Felix Thaxter, 
who dismissed a suit seeking to 
place the $3,000,000 Lydia E. Pink- 
ham Medicine Company in receiver- 
ship. The court’s action was be- 
lieved reached because of a reported 
“agreement between parties.” 

The suit was brought by 
Pinkham Gove, treasurer of the 
Lynn, Mass., company and grand- 
daughter of the founder, and other 
officials, who charged the company’s 
president, Arthur W. Pinkham, was 
a “dictator.” Justice Thaxter’s 
decision last Feb. 17 climaxed a 
four-year litigation. 


Lydia 


Weaver Appoints Vichek 

Gordon Vichek Advertising 
Agency, Cleveland, has been named 
to handle the account of the Wizard 
Weavers, Cleveland. The company 
uses newspapers, radio and street 
car advertising Keith Frazine is 
account executive. 


MAILING SERVICE 


Multigraphing 
Addressing 


Filling-in 
Mimeographing 


THE LETTER SHOP, Inc. 


110 8. Dearborn St. Wabash 8655 
CHICAGO 


DID YOU KNOW THAT 


NASHVILLE 


PAPERS COULD COVER FOUR STATES 


NEWSPAPER PRINTING CORP., 


than 


larly profitable there. 
about them. 


Agents 


Se incredible, but it’s true. 
N 


ashville Banner and Nashville Ten- 


the combined areas 


The 


nessean cover 36 counties that take in 15,761 
square miles. This is 195 square miles larger 


of Connecticut, 


Delaware, Rhode Island and New Jersey! 
And all this right in the heart of the govern- 
ment-designated area for defense manufac- 
turers. There are many facts about the Nash- 
ville Market that make advertising particu- 


We'd like to tell you 


May wer 


Nashville Banner, NASHVILLE TENNESSEAN 


EVENING MORNING—SUNODAY 


@ THE BRANHAM CO. National Representatives 
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ADVERTISING AGE 


Merchandising 
Oleomargarine 
Tests Ingenuity 


(Continued from Page 2) 


the $6 a year license tax on retail 


dealers in oleomargarine. 
advanced by the NARG for 
peal are: 

“(1) The tax is unfair 
tail food dealer and is 
discriminatory and 
small merchants; 


Reasons 
the re- 


to the re- 


burdensome to 
(2) it is not justi- 
fied either as a revenue or a regu- 
latory measure; (3) _ it 
reasonable relation to the 
health, since the 
well known, 
uct; (4) it works a hardship on the 
lower income family consumer and 
unfairly discriminates against him; 
and (5) it tends to dry up com- 
merce and to unfairly restrict mar- 
keting opportunity for basic agri- 
cultural commodities, in that it acts 
as a dam at the point of consume 
purchase.” 


public 
commodity is a 


Cite Census Figures 


Perhaps nothing has stimulated 
the industry to action more than 
the 1939 U. S. census of manufac- 
tures which reveals that whereas 
397,443,717 pounds of oleomargarine 
were produced in this country in 
1937 the 1939 output had dropped 
to 307,425,639 pounds. This declin: 
is true whether the oleomargarin¢ 
is made solely of vegetable oils o1 
of mixtures of animal and vegetabl« 
oils and fats. The 1937 output of 
the product made of vegetable oil 
was 318,226,102 pounds compared 
with 252,064,298 pounds in 1939 
The 1937 output of oleomargarine 
made of mixtures of animal and 
vegetable oils and fats was 79.217,- 
615 pounds compared with 55,361.- 
341 in 1939. The dollar value of 
all oleomargarine made in 1937 wa 


; of Baltimore | 
_ since 1922 — 


Columbia Basic 
since 1927 , 


especially | 


bears no} 


wholesome food prod- 
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This chart, 


PER CENT MARGARINE PRICE IS OF BUTTER PRICE 
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based on figures from the Commissioner of Internal Revenue, the 


Bureau of Agricultural Economics, and the Bureau of Labor Statistics, and com- 
piled by the National Association of Margarine Manufacturers, shows the retail 
price and the trend of production of margarine and butter and lard and shorten- 


ing products for 


the period between 1923 and 1938. 


At the bottom is shown 


the relationship in price between margarine and butter, year by year, in terms 
of margarine's percentage of the butter price. 


$50,876,734, compared 
248,350 in 1939 

A chart compiled by the 
Association of Margarine Manufac- 
turers (now merged with the Na- 
tional Margarine Institute, Chicago) 
n 1939 found, according to govern- 


with $32,- 


Nationa! 


nent figures, that the price of mar- 
garine ha been relatively more 
table than that of butter although 
both prices follow th me gonera! 
rends At the end of 1938, when 
ihe price trend was dcewn, mar- 
sarine prices were absut half those 


of butte 
Charles H 
secretary of 


Janssen, ex-cutive 
e National Margarin 
Institute, who made a splendid cas 
‘or the olecmargarine 
year ago in a hk 


TNEC on inte 


industry a 
‘aring before the 
sting trade barriers, 


sees a great Opportunity for the in- 
dustry to stat» its case to the pub- 


lic, but says it has been so seriously 
hampered for vears that it still 1 
laboring under something akin to 
in inferiority ccmplcx It is in- 
teresting to note that a Stanford 
University researcher noted in a 
study in 1930 that “fraud in the 
of oleomargarine as butter appears 
to be insignificant and advertising 
nethods not more deceptive than 
in the case of other products.” 

As far as the defense 

concerned Mr. Janssen cbserved 
that if the crisis persists the de- 
nand for fats undoubtedly will 
timulate cleomargarine sales. The 
drop in oleomargarine’ production 
between 1937 and 1939 he explains 
as due to the fact that the govern- 
ment, to stimulate butter consump- 
tion in 1939 and relieve overpro- 
luction, bought up great quanti- 
ties to distribute to families on re- 
lief, thus vitally affecting oleomar- 
garine sales in the lower income 
groups. 


sale 


program 


Many Premiums Used 


Current oleomargarine advertis- 
ing hits consumers with appeals to 
taste and economy, as in Jelke’s 
Good Luck copy: a $10,000 free food 
contest, as in Kraft’s Parkay copy; 
vremium appeals as in Durkee copy, 
ind vitamin and caloric content as 
‘vell as broad applicability, as in 
Best Foods’ Nucoa copy. 

As a matter of fact, the premium 
appeal is one of the distinctive and 
nearly universal appurtenances of 


oleomargarine 


merchandising, 
companies like it or 
all of them do. As one 
manager says: “it’s one 
things that if 
starts it you have to fall in line 
Nonetheless, the premium 
acclaimed as one means of hitting 
i market hard consumers 
are receptive to the idea or where 

mpetitive conditions make a little 
xtra comph tmperative 


whether the 
not, and not 
advertising 
of those somebody 
idea is 


where 


One of the boss premium users 
in the industry is Durkee Famous 
Foods, Chicago, which puts such 
tore by the idea that two or three 


emium plans are at work the year 
round. And the premiums are of- 
fered both to consumers and deal- 


rs Two premium booklets are 


distributed for consumers’ use each 
year. Another premium book, foi 
alers, offers valuable, well adver- 


tised items that are found effective 


in stimulating dealers to that extra 
effort which will boost Durkee mar- 


| garine sales. 


Individual Market Strategy 


Maybe the consumer gets her 
premium with a certain number of 
Durkee coupons. Maybe she will 
be asked to collect Durkee mar- 
garine wrappers. The booklet tells 
her how many coupons she will 
need or how many less coupons plus 
a certain amount of cash. If neces- 
sary to meet a local condition Dur- 
kee will get out a flyer for a certain 
market to stimulate the premium 
idea. One self-liquidating premium 
plan sponsored by Durkee is a piece 
of glassware, the mould of which is 
owned by Durkee. Both jobber and 
dealer make a profit on the deal 
but its promotion requires more 
than usual display with a man as- 
signed to the store to push the pro- 
gram. 

Durkee’s radio campaign consists 
of dramatized one-minute an- 
nouncements over more than a score 
of stations selected on the basis of 
Durkee outlets. An equal number 


of markets is being reached by 
newspaper advertising. C. Wendell 
Muench & Co., Chicago, has the ac- 


count. H. H. McCully 
ing manager. 


is advertis- 


Jelke Features Double Appeal 


Some 170 newspapers are being 
used by John F. Jelke Company, 
Chicago, to promote Good Luck 


vegetable oleomargarine in a cam- 
paign which will run through April. 
Copy, which appears each week, 
uses the high - quality - low - cost 
theme. Beginning in January with 
three-column advertisements, 
smaller reminder copy will be used 
toward the end of the schedule. 
The line “Dated for Freshness” ap- 
pears in each ad and announces 
that the margarine “contains all the 
food essentials obtained in higher- 
priced products as well as a quan- 
tity of health-giving Vitamin A. It 
is used for cooking and baking as 
well as a table spread. It is uncon- 
ditionally guaranteed to give com- 


, plete satisfaction —-or your money 
back.” The campaign is directed 
by the Chicago office of Young & 


Rubicam. 
Wilson & Co., 

premiums in 

lied margarine 


Chicago, uses some 
promoting its Certi- 

This company, like 
Swift & Co., and Armour & Co., 
makes margarine under’ various 
brand names for other distributors. 


Another major distributor is the 
Blue Plate Foods Company, New 
Orleans 
Kraft Runs Contest 

Kraft Cheese Company, Chicago 
will complete a Parkay magazine 
contest March 15 which is unusual 
in the way it will award $10,000 in 
food prizes to those who do the 


best job of finishing an “I like Par- 


! 
|key margarine because” 


March 17, 194) 


: , sentence 
in 25 words or less. The prizes will 


be awarded in food purchase cou. 
pons varying in value from first 
place of $600 down to $2.50. Ty, 
reasoning back of the food coupoy 
idea is that the grocer handling 
Parkay margarine will also be nefit 
from the coupon sales inasmuch as 
Kraft will reimburse him for an, 
prize coupons he takes in trade. ~ 

Big contest copy appeared jp 
color in the Chicago Tribune. Ne, 
York News, Philadelphia Incxire, 
The American Weekly and This 
Week. A coupon in the contes' copy 
required the name and addrvess of 
the contestant’s food dealer as we} 
as a portion of a Parkay package 
A special store banner and w ndoy 
streamer were distributed to dea}. 
ers for contest use. 

In addition Kraft is 
year ‘round Parkay campaign jp 
color in American Magazine, Goog 
Housekeeping, Liberty, Look, Vae- 


running 


fadden Women’s Group, McCall's 
The Saturday Evening Post and 
True Story. Copy, which iTies 


from pages to fractional pages. em- 
phasizes taste and promote. th, 
product as a spread, a shortening 
and for pan frying. Free di-pla 
material for dealers includes wa} 
posters, price cards and two 
of display. Needham, Lou 
Brorby, sanatteni is the agency 


y pe 


Three Stations Join 


Basic Mutual Net 
Effective Oct. 1, Stations WIFBR 


Baltimore; WGR, Buffalo: a 
WCAE, Pittsburgh, will be 
members of Mutual Broadcast 


System's basic network. 

Station WFBR has been a is 
station on the NBC-Red net 
while WCAE has been a basic Re 
station as well as a supplementa 
MBS outlet. WGR has been a 
CBS station and a supplement 
outlet for Mutual. 


In New Quarters 

Type Arrangement, Inc., N« 
York, has moved from 304 E. 45t 
street to 15 W. 46th Street. FE. F 
Knott, formerly head of the se 
department at Typographic Se 
Company, New York, has bee 
pointed production head. 


— for \'& N S' real q 


Sales Action 
»> DISPLAYS by 
Seen-in-action 


SEEN-IN-ACTION DISPLAY CO., ! 
261 FIFTH AVENUE, NEW YORK 


a a 
Ag Mounted 


To Give You An Idea 


of the scale of prices’ and quantities, 
10 Displan Prints enlarged to 24°x36 
original, $1.70 each—25 at 
$1.40 each other quantities and sizes 
int proportion Color is not restricted 
to» black, but AT NO ADDED COST 
can he hlue, brown or red on white. 


from one 


iTLAS, WHITEHALI 
7). avd let wa show wou how the 
* Display Print will help solve 


vour display problem— economically 


Here's How Some Folks 


SIZE 24 x 36 
IN QUANTITIES 


Use Atlas Display Prints 


ENLARGED NEWSPAPER ADS 


WINDOW DISPLAYS. . 
STORE DISPLAYS . . 
SALES PRESENTATIONS 


DEALER PRESENTATION 


SHOP BULLETIN NOTICES 


SALES CHARTS 


Other Atlas Specialties Include Murals, 
Bromide Enlargements, Jumbostats, Atlastats, 


Copy Photographs and Studio Photography. 
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EQS 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
‘Representatives Available,” 30 cents a line, minimum charge $1. 
ash with order. 

- All other classifications (single insertion rates): % in., $2.75; 1 to 3 in.. 
44.75 per inch. 


and 
Terms 


— 
POSTTIONS WANTED 
Copy and Fresh Ideas seek- 


POSITIONS WANTED 
PUBLISHERS REPRESENTATIVE: 


[py naimele 
ne 


g permanent berth Bachelor, Ohio, Mich., Ind., Pittsburgh Former 
en years advertising experi- Chilton and McGraw-Hill) man 12 
‘ tly retail , d years industrial advertising W idk 
Let ilk to the point of brighten- contacts Seeks proposals from 2 or 
y sales Will go anywhere 3 business publications 
t hours of New York, agency) Box 3287, ADVERTISING AGE, Che 
ret store 
: ADVERTISING AGE, N. Y HELP WANTED 
\dvertising Salesman—leading gen- ADVERTISING 
lt azine, trade publication ex- Assistant 
excellent sales producing | Must be a good stenographer, Splen- 
ose eontacts with Eastern did chance for young single man to 
rs and agencies: A-1 refer-| get started in advertising with small, 
es w York territory active agency Advertising experi 
. ADVERTISING AGE, N.Y, ence or education desirable, Refer- 
. “ ences, Wite salary expected and photo 
aay. aml vi Ie enema poll. required in application 
ger adv. an om ) etropoli- | poe eaqe IVERTISEING ‘ah dhe 
spaper, asst. publicity dire Box 2, ADVERTISING AGE, Che 
corp, magazine publisher SPACHK WANTED 
x perience superior record 
d office. Resourceful, ener- | a GexCiRS—ARTISTS, ATTENTION! 
10) Position, salary second- . : : 
beg ‘ re Rent tab ance kistablished loop Commercial and 11 
poeta. ‘ Vgc liadaaiet lustrative Photographer contemplat 
Available anywhere img movin to near North side, will 
ADVERTISING AGE, N. Y-| consider renting space in that local 
Joung woman advertising manager, |!) fron Advertising Agency Art 
‘ » fine job, wants to change Studio or kindred line OOpPpPortcunmity 
enthusiastic Real business to incorporate Photography with your 
) Varied backrround present Services ads ’ 
ADVERTISING AGE, N.Y, Box 3304. ADVERTISING AGE, Chro 


Available April 05, 141 


STCCESSEUL SALES BEXARCUTIVE REPRESENEAPIVE: AV ATLABLE 


5 | energetir | thinkin , ; ; 
initia weal. <mamtine Ua PRADE PLBLICATIONS 
“ea | 7 ; 141 i il excellent Vent? for ia 
olve sale problems. | nut ations {1 neral, providing you 
at to geen ee gg oe hat th proper rept ntaatic it 
t : vou are t t t 1 witl hee lit ' 
SDV EIUTIING AGE, (1) yOu arm ow securing from Plinet 
VE 7 
. oe. ~ — ob \A ould we me an inquiry regard 
Advertising Man — experienced—tor '! the | sibility. of Our Increasing 
roduction dept or mane your adverti ins reVemtte ; 
Ivertisit dept ox Oo, ADVERTISING AGE, Cl 
LOVERTISING AGiE, Chao 


VMISCELLANEOLS 


ADV ECP ESING MAN—Industrial and BALK ISIO? ADs OrrPeubl rit. 
‘ perienes 28 married now lishet wt id bys Ba S veur check 
ek broader opportuni prove rype ruler with our first of 
fxr adv. dept der, Clean proot fast dav and night 
yt I LDOVEIERTISING AGE, Chro PATHE. GS b. Kinzie, WHEE, 1547, Chee. 
F 
es . ; » Mac eying 4 
Forr s Jones Service bought the Macon service and will 
\ Jones. since 1928 mana- OPerate it under the name of the 
of the Macon, Ga., branch of Jones Poster Service with offices 
e Packer Advertising Service, has maintained at 452 Plum Street 


$478°° PER CAPITA 


DURING 


1940 
IN 


SHREVEPORT 
LOUISIANA 

Against 31929 per capita 
for the AVERAGE AMERICAN 


Official government statistics just released 


show that during 1940 the average Shreve- 
porter spent $478 against the expenditure 
of only $319 by the average American. 
Thus proving further that Shreveport and 


aS ie = 


its surrounding trade area, with its tremen- 
dous buying power, is one of the most 
important and vital markets in 


America today. 


Represented by 
THE BRANHAM CO. 


A SHREVEPORT 
TIMES STATION 


— 


MEMBER 


SOUTHCENTRAL 
QUALITY NETWORK 


ut 
ut OkH-xKTBS Shreveport: 
af | RK. Little Rock: WJDX 
. | *8tkton- \W MC, Memphis: 
v | WSMB New Orleans 
cH 3 e 
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ASCAP Queries 
Stations on How 


to Arrange Deal 


New York, March 13.—Steps that 
may lead to the settlement of the 
radio music war were initiated this 
week by the American Society of 
Composers, Authors and Publishers 
with the dispatch of a letter to sta- 
tions throughout the country asking 


for information regarding the pro- 
cedure required to start negotia- 
tions. 

Consideration of this question 


looms as item No. 1 on the agenda 
for the meeting of the National As- 
sociation of Broadcasters’ board of 
directors here next week. It is ex- 
pected that a policy will be offered 
for the guidance of networks 
well as individual stations. 
Referring to the ASCAP inquiry, 
Mutual Broadcasting System indi- 
cated today that insofar MBS 
stations are concerned negotiations 
will have to be conducted direct, 
and not through the NAB. Spokes- 
men for MBS explained that due to 
the network’s cooperative character 


as 


as 


stations are free to discuss an 
ASCAP deal individually if they 
desire. A meeting of the Mutual 
board of directors has been called 


for March 21 to discuss the negotia- 


tion procedure. engaged in winding up the nu- 

At Milwaukee today, Federal merous details. Ed Creel, FTC 
Judge Duffy fined ASCAP, its of- lawyer who assisted Mr. Fort on 
ficers and directors a total of $35,- the case, will probably substitute 
750 after they entered nolo con- for him. 


tendere pleas to the government’s 
charges of violating the anti-trust 
laws. The biggest sum, $5,000, was 
levied against the society; others 
ranged from $1,500 down to $500 
apiece. 


in 
seals 


Attorney's Death 
Slows Decision in 
‘Good House’ Case 


Washington, D. C., March 13. 
The sudden death today of James 
L. Fort, Federal Trade Commission 


land 
sales 


and at the time of his death he was 


When a decision is announced, it 
is expected to take the form of a 
cease and desist order requiring the 
magazine to make certain changes 
its 


keeping has indicated that 
appeal an adverse decision. 


Black to Short and Baum 

Robert J. 
manager for the Hicks-Chatten En- 
graving Company, 
has joined Short and Baum, Port- 


agency clients. 


and 
House- 
it will 


of guarantees 
approval. Good 


system 
of 


Black, formerly sales 


Portland, Ore., 


coordinate 
activities for 


and will 
production 


agency, 
and 


attorney, is expected to cause at 
least a slight delay in announce- ht A 
ment by the Commission of its dis- Mapeteon pp g 
position of the Good Housekeeping cross td the © 
case. Mr. Fort, who was 51, suc- | had he used a planned 
cumbed to a heart attack. medere ace Wate Aten 
offset. Let our consultant 


Completion of the case had been 
slated to take place within the next 
fortnight, but action will now prob- 
ably be delayed for another two 
weeks. 

Mr. Fort prosecuted the case for 
the FTC throughout hearings which 
stretched over more than two years, 


show you how 


ROTO-LITH CO 
201 N. WELLS ST. CHICAGO 
DEA. 8SS7 +- HEM. 22II. 


A Great Issue of a Great Magazine 
in a Great Market! 


If you haven't seen the Twenty-fifth Anniversary Number of HOSPITAL MANAGEMENT, you owe 
it to yourself to study it—particularly if you're interested in selling the great institutional market. 
Leaders in every department of hospital work analyze and interpret the significant trends in the 
field, and point the way to future progress. You'll understand why hospitals are expanding in size and 
scope of service after you've read these amazingly complete and authoritative articles. 
the material in this issue speaks eloquently of reader acceptance—among the top-flight men and 


women in the field. 


These Leaders in 
Hospital Work 


offered the best of their experi- 
ence and thinking on hospital 
problems: 


BENJAMIN W. BLACK. M.D.. President 
American Hospital Association. 

ASA S. BACON, Superintendent Emeri 
i Presbyterian Hospital. Chicago 
ll. 

MALCOLM T. MacEACHERN. M.D.. As 
sociaie Director, American College 
or Surgeons. 


ROBERT E. NEFF. Administrator. State 
University of Iowa Hospitals. lowa 
City, Iowa 


FOSTER G. McGAW. President, Ameri 
can Hospital Supply Corp.. Chicago 


Ill. 

A. C. BACHMEYER. M.D.. Director. Uni 
versity of Chicago Clinics, Chicago 
Ill 


MAURICE DUBIN. B.S., F.A.C.H.A., Ex 
ecutive Director, Sydenham Hospital 
New York » Be 

C. RUFUS ROREM, Ph.D., C.P.A. Di 
rector, American Hospital! Association 


HAROLD T. PRENTZEL. Business Mgr 


Friend's Hospital, Philadelphia, Pa 

GEORGE O'HANLON. M.D.. Director 
Jersey City Medical Center, Jersey 
City. N. J. 

KATHERINE J. DENSFORD. Director 
School of Nursing, University of Min 
nesota. 

LUCIUS R. WILSON. M.D., Superinien 
dent, Protestant Episcopal Hospital 


Philadelphia. Pa. 

R. F. MUHLEMAN. Assistant Mgr.. Air 
Conditioning Division. York Ice Ma 
chinery Corp. 

EMORY R.STRAUSER. M.D., Pathologist 
Wesley Memorial Hospital. Chicago 
Il. 


These Leaders in 

Hospital Advertising 
published their sales messages in this 
issue because they know the maga- 
zine is a powerful advertising medium: 


Abbott Laboratories 
Supply Corp. 


American Hospital 
. American Sierilizer Co. . 
Aznoe's Centra! Registry for Nurses . Bard 
Parker Co. . The Bassick Co. . 
Baxter Laboratories ... S. Blickman, Inc. 


Breuer Electric Mig. Co. . Business & Medi 


Inc. 


cal Registry Cannon Mills, Inc . Wil 
mot Castle Co. . The Celotex Corp. . . 
Chicago Dietetic Supply House. Inc. Citrus 
Concentrates, Inc. . . . A. M. Clark Co. . 
Cleveland Range Co... . Coca-Cola Co... 
Warren E. Collins. Inc. . . Cutter Labora 
tories .. Debs Hospital Supplies ...J. A 
Deknatel & Son... A. W. Diack... Fault 


less Caster Corp... . Finnell System, Inc 
General Electric X-Ray Corp. . . . Goodall Dec 
. Hoftman-LaRoche, Inc. . 
International Nickel Co., Inc Johnson & 
Johnson. . . E. J. Kanter & Co., Inc Lehn 
& Fink Products Corp... . The Linde Air Prod 
ucts Co The Mennen Co Merck & 
Co . . Middleton Metal Products Corp 
National! 
Association of Ice Industries New York 
Medical Exchange . Ohio Textile Specialty 
Co Parker, White & Heyl. Inc Albert 
Pick Co.. Inc. . Procter &6 Gamble .. . Will 
Ross. Inc. . . . John Sexton & Co. . Simmons 
Co.... E.R. Squibb & Sons . . . Swartzbaugh 
Mig. Co. .. . Union Carbide and Carbon Corp 
John Van Range Co. West Coast Engravers 


orative Fabrics .. 


Inc 
. Milwaukee Lace Paper Co 


Incidentally, 


These Leaders in 
the Agency Field 
the smartest and most experi- 
enced buyers of space, in the 
country, have approved the ex. 
clusive values represented in 
HOSPITAL MANAGEMENT: 


Harry C. Phibbs Adv. Co... . Carroll 
Dean Murphy & Co... . Davies & Mc 
. Phelps-Enge!-Phelps 
Branstaier-Hammond . .. Fuller & Smith 
& Ross. Inc. .. . Jules Lippit, Advertising 
. » Carl |. Henrikson, Advertising 
N. W. Ayer & Son, Inc. . . . Charles L 
Rumrill &6 Co. ... Hays MacFarland 4& 
Co. ... Industrial Advertising Associ 
ates .. The Krichbaum Co 
McCann.-Erickson, Inc... . J. L. Stewart 


Kinney . 


ine. . 


Agency ... Ernest V. Madison... J]. O 
Buckeridge & Associates . Perrin 
Paus Co.... Johnson, Read & Co. . 
Lawrence C. Gumbinner Adv. Agency 
.. Marschalk & Pratt, Inc. Ferry 


iHanly Co., Inc. ... Lennen & Mitchell 


Inc. ...H. M. Kiesewetter Adv. Agency 


. . Chas. W. Hoyt Co. . . . Morrison 
dy. Agency ... Donahue & Coe. Inc 
. T. H. Ball & Associates . . . Earle 


ludgin, Inc. . . . Compton Advertising 
inc. .. . Paulson-Gerlach & Associates 
inc. . Von Arx Agency . The 
Buchen Co....William Douglas Adams 

. . Sterling Beeson, Inc. . . . Venable 
Brown Co.. Inc. MacWilkins & 
Cole, Inc. 


Write for facts on today’s opportunities in the hospital field 


Hospital Management 


New York 
330 W. 42nd St. 


Chicago 


The Only 


100 E. Ohio St. 


Portland 
Terminal Sales Bldg. 


Atlanta 
Walton Bldg. 


Los Angeles 
1709 W. 8th St. 


{BC-ABP Publication in the Field 


San Francisco 


68 Post St. 
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ADVERTISING AGE 


NAE Meeting 
at French Lick 
Sets Precedent 


Chicago, March 12.—The annual 
meeting of the Newspaper Advertis- 
ing Executives Association will be 
held at French Lick Springs, Ind., 
March 29-31, instead of in conjunc- 
tion with the meeting of the Adver- 
tising Federation of America as has 
been the custom for 25 years. The 
change will give a full six months 


interim between the spring and fall | 


meetings of the association. 

Among the speakers will be Dr. 
Vergil D. Reed, acting director of 
the Bureau of Census, Washington; 
Mark Ethridge, Louisville Courier- 
Journal and Times; Mickey McCar- 
thy, managing editor, Indianapolis 
News; Harry W. Schacter, president, 


Kaufman-Strauss Company, Louis- | 


ville; P. L. Carty, president, Media 


} 
| 
| 


Records, and Fred Dickinson, West- 
ern manager of the Bureau of 
Advertising. 
Five Exhibit Classes 

Newspaper advertising will be} 
exhibited in these five classifica- | 
tions: newspaper promotion adver- 
tisements or campaigns, single ; 
vertisements or campaigns run for | 


local stores, campaigns or 
advertisements for groups of stores, 
cooperation accorded national ad- 
vertisers and national promotion, 
and feature sections or special pages 
of unusual merit. 


with double the number of milk deal- 
ers and milk bars, 
details 
available. 
New 


More 
about the New 

Write 
Haven, 


interesting 
Haven 
Haven 


area 
New Keg - 


ister, Conn, 


single | 


Shulton Boosts 


Toiletries Copy 
40% Over 1940 


New York, March 12.—With a 
new package holding the advertis- 
ing spotlight, Shulton, Inc., will use 
four magazines to promote its Early 
American Old Spice toilet water, in 
May and June, it was learned here 
today. The package, presenting the 
toilet water with an atomizer in a 
gift box, is an innovation in the 
toilet goods field for this type of 
product, according to Shulton. 

Insertions, with continued accent 
on the phrase, “America’s Own 
Fragrance,” introduced in the fall 
of 1940, are scheduled for the May 
issue of Mademoiselle, the first May 
issue of The New Yorker, and June 
issues of Cosmopolitan and Good 
Housekeeping. 


Described as the largest campaign | 


in the history of 
Shulton is using 
spring and summer 
three Early 


the company, 
20 magazines for 

promotion of its 
American lines—Old | 


Spice for women, Old Spice for men | 


and Friendship’s Garden 
women. The schedule represents 
an increase of 40 per cent in the 
advertising appropriation. In 1940, 


ad- Shulton used 18 magazines and for 


for 


the current campaign has added | 
Liberty and Time, both new to the 
|company’s schedule. 

Each advertisement in the series 


| appointed 


will be built around one of the three 
lines, with promotion for the Old 
Spice men’s line increased 50 per 


| trial sales 


Norwood W. Craighead has been 
sales manager of the 
Deepfreeze division, with headquar- 
ters at North Chicago, Il. 


cent. “America’s Own Fragrance” 
will be the keynote for the entire 
ee eee a campaign. 
4 a 
’ New Haven Area’s } 
’ Odd Store R Deepfreeze Names 
! S rt ine 7 
, ore NEepo } Reilly and Craighead 
> The New Haven area is known for its " — feriat 
d unlaue specialty shops and new 1 The Deepfreeze Division of Mo- 
‘ United States census reports afford q| tors Products Corporation, which 
more interestir merchandising  in- ac ve “od: “te » refrigera- 

) formation. ‘Specialty shops have in. 4| "2S developed a portable refrigera 
> creased 41% since 1935, general ¥| tion unit to be used in making 
‘ merchandising stores have increased. precision-finished metal parts for 
eae hs pag we 0 q\ the aviation industry, has named 
> sales have inerenced 69% since 1929 Albert F. Reilly to supervise indus- 
7 
7 4 
7 ‘ 
7 . 
7 ’ 
. 3 


product. 


1940) to 


YOUTH 
WANTS 
TRUTH 


\N ANN ARBOR, March 6—Students at the 
University of Michigan voted The Detroit 
Free Press a favorite daily newspaper, sec- 
ond only to The New York Times, it was 
announced Thursday.// 


Tux is a most enviable position for any news- 
paper and it has been attained by the Free Press 
through month-by-month 


Its position of preference among thinking people 
everywhere has brought an increase in circulation 
= over 83,000 in five years . . . 26,636 in the past 

... boosting the Weekday Average Net Paid 
Total (for the Six Months Ended September 30, 


322,683 
The Detroit Free Press 


The Largest Three Cent Morning Circulation West of Philadelphia 
JOHN B. WOODWARD, Inc., National Representatives 
Member Metropolitan Sunday Newspapers Inc. 


improvement of _ its 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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WEEK BY WEEK VARIATION SHOWN HERE 
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JANUARY FEBRUARY § MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMB:: 
ed 
% Gain % Gain 
10-Week 10-Week 10-Week or Loss or Loss 
Period Period Period 1941 1941 Week Week Gr 
Ended Ended Ended over over Ended Ended ir son 
March 11,1939 March 9,1940 March 8, 1941 1939 1940 March 9, 1940 March 8, 194 re 
— 4 
|} Akron, ©. .. 1,754,356 1,669,386 - 710,221 2.5 + 2.4 200,606 202,076 aC 
Albany, N. Y 2,044,614 1,347,169 f 34.1 146,456 150,006 _ 
‘Atlanta, Ga 2,958,900 2,644,852 7.4 + 3.6 s10,695 $28,818 N 
faltimore, Md S580 ,084 3,823,557 + 10.6 + 3.8 173,391 $52,340 j ne 
Birmingham, Ala 2,292,136 2,469,348 + 11.3 3.3 298,690 282,772 lun 
Boston, Mass ? $3,454,378 3,357,931 4.4 1.7 387,122 B48 541 ngi 
Bridgeport, Conn 1,636,964 1,767,332 W7 + 12.9 + 4.6 208,292 213,920 “ 
Buffalo, N. Y 2,462,656 >, 441,398 2,557,750 +3.9 +4.8 $25,432 297,742 ed 
Camden, N. J E 651,536 982.418 853,805 1.0 13.1 139,775 101,140 ? thing 
Cedar Rapids, La 828,462 836,892 835,212 0.8 0.2 97,174 83,626 l Tin 
Charleston, W. Va 1,801,527 1.661.255 L7S3,08% 1.0 7.3 191,555 173,110 is | 
Chicago 11! 5.052.083 4,961.72 {SUS 618 0 1.3 657,985 622.030 
Cincinnati, © 2,801,334 2,826,912 2,784,384 0.6 1.5 371,906 334,19 
Cleveland, ©) 3,087,427 3,512,669 tS4,4356 9.6 2.2 393,915 391,970 
Columbus. ©) 2 978.5038 2 oi 9] 2.347,8 0 OS 2O8 309 251,588 | 
Dallas, Tex 3,790,701 3.610.016 3.568.667 a) 1.2 386.235 377.346 is 
Davenport, la 1.518.401 1,663,606 1,650,362 8.7 O.8 216,468 174,944 : 
Dayton, O 2,333,886 2,412,406 2,494,208 6.9 3.4 291,970 286,804 ae? 
Denver, Colo. .. 1.617.604 1.500.252 1.531.868 24 158.534 163,147 “\ 
Des Moines, la.. 1,133,396 1,185,540 1,075,232 1 0.3 125,291 111,756 35,01 
Detroit, Mich . 3,453,348 64,931 S14,844 10 + 7.0 $39,402 $42,259 Tent 
Kl Paso, Tex 1.809.094 1,857,276 2, O82,335 15.1 12.1 202,440 201,040 of 
Irie, Pa , 1,664,936 1,632,246 1,891,792 13.6 15.9 177,156 169,764 
Kvansville, Ind 1,050,466 ou 10 2 O91 098 7.3 0.2 252.616 90 T44 
Fall River, Mass YO, TSS 9,244 641,538 7 7.1 72,944 65,822 
Flint, Mich 1,924,958 1.480.788 1LoO4S 386 19.6 1.6 162,778 181,524 
Fort Wayne, Ind 1,791,629 1,920,912 1,823,997 1.8 1 227,668 201,320 
(jary, Ind ak 951,162 1,107,437 1.083.340 13.9 29 176.798 119.570 
Grand Rapids, Mich 1.561.902 1.645.656 1,619,926 3.7 1.6 190,288 00.550 
(ireenville, S. ¢ 1,100,546 1,252,478 1,504,238 1s 4.1 145,440 134,890 
Ilouston, Tex 2 956.268 218 TSS 11.980 7 0.7 334,330 331.912 
Huntington, W Va 1,211,445 1.329.023 13874,548 13 i 158,829 145,37 
ee mani Ind 2,740,750 he Be | O7T9,692 12.4 0 375,466 $59,842 
Jacksonville la LOvO,77S8 1.684.908 1,716,820 7.9 1.0 196,630 192,710 
Jeress City, N. J wo 040 350,738 456 10 2 11,340 7,318 
Kansas Citv, Kan 1.20% 107.427 1S2?.447 j 0 0.160 0 66) 
Knoxville, Tenn 1.844.820 1,836,548 1,772,974 3.9 , 212,352 198,702 
Little Rock, Ark 1.601,026 1 584.686 1.716.302 7.2 +8 0 73.012 178.850 
| los Angeles, Cal 1.616.112 4.789.872 1,256,569 7.8 aun 163,192 172,46 
Louisville K \ 160.137 105.820 ” t0.756 +2 5.2 288.967 288 9 
Lynn, Mass 1,424,962 1,450,632 1671,664 17 16.8 159,208 160,986 
Manchester, N. H OTS 046 663,342 H2N,89 7 5.2 OS 556 54.466 
Memphis, Tenn 2,003,498 173,842 Z,1SS 830 -o 11.5 235,452 23,484 
Miami Fla 3,310,573 625.678 33,916 +2 6.4 360,311 132,010 £ 
Milwaukee, Wis 2,633,586 2,841,256 2,925,162 11.1 $0 05,710 325,088 Ube + 
Minneapolis, Minn 2,354,622 2,227,350 76,188 11.8 HS 205,458 214,624 
‘Nassau County, L. 1 116.065 347,700 PO 55 29.9 » 5,100 98,725 
New Bedford, Mass 31.552 583 968 623.010 19.1 $4 63.490 61.656 te 
New Haven, Conn 1.610.994 1,709,498 1.762.866 -o.4 3.1 190,484 179,760 
New Orleans, La 3,543,491 DH3, 837 WON aa 1.6 390,588 353,361 
New York, N. ¥ 10,653,750 10,348,372 10,109,091 5.1 2.3 1,297,747 1,142,862 
Brookivn, N. Y¥ 641,648 H5O0,517 16.3 + 1.4 84,211 60,18 
Norfolk, Va 1.755.446 1,839,512 + 9.3 +48 214,35 192.556 
Oakland, Cal 1.638.175 1,562,604 0 1.6 179,356 17 ” 
Oklahoma City, Okla 1.378.706 1,445,934 24.2 1.7 151,816 161,434 : 
Omaha, Neb 1.045.994 1081,007 + 4.9 1.4 121,534 106.58 
Peoria, Tl 1.954.898 * 103.216 11.3 + 7.6 228,956 294 566 
Vhiladelphia, Pa >. 246.571 1,623 + 5.6 2.1 167,562 86.57 
Phoenix, Ariz 1,554,210 1.633 ,968 18 1 144,592 168,79 
Pittsburgh, Pa 3,758,160 815,798 H 1 161,706 $25,938 7 
Portland, Ore 2 1.852.826 2 230,552 1.8 rn 4 178.584 999 ATS a4 
Reading, Pa 1,735,863 1,869,128 L.S5S,5N¢ 7.1 ot 221.172 195,664 1 
Richmond, Va 2,299,780 2 132.606 9.145.682 6.7 0.6 4. 968 263.80 
Rochester, N Y 2? 671.054 ® 786.22 » TOLSOF 1.2 0 . son oGR 14 
Rockford, 1 2,507,414 1,454,992 1,694,056 2.4 16.4 158,774 135,81 4 
Rock Islind-Moline, Tl 1.413.780 1.408.848 1.624.004 14.4 15.3 168.798 1 ‘ 7 
Sacramento, Cal L474,410 1. 368,808 14 N4 2.7 + 4.8 186,872 191.1 3 
San Antonio, Tex 1,218,35 1L316,827 1,445,133 1S.¢ 9.9 161.17 167 4 
San Diego, Cal 2,315,420 1,857,954 2 136.064 7.9 6.6 01.138 22) : 
Seattle, Wash 1.998.158 9.123.254 OL. T76 0.2 q 2D Day 7 
South Bend, Ind 84,337 194 97 M5204 0.1 6.0 110.60 10 
Spokane Wash 1.293.810 1.156 i 1.109.332 14 1.1 1°?2.820 1 
St. Louis, Mo 8.229.725 249.340 +.148.70 2 1 {O68 R¢ 60.4 
St. Paul, Minn L774,606 1.007.647 1.776.462 0.1 7 50 Oo 7 
Svracuse N. Y¥ 1.912.253 1.216.547 071.679 Lg 2 70 5 015 234 
Tacoma, Wash 1,089,130 1,210,186 1,190,146 +93 1.7 149.562 13 
Tampa, Fla 1,201 1.451.086 1.421.840 + 18.3 20 1SS.776 14 
Toronto Cont Can ISN 408 2 447 090 3.050 728 2 2.1 06.106 
Troy N . 679.562 701.344 Huo N 4 “ ? 11.658 7 
Tulsa Okla 1,622,586 1.642.060 1.726.756 - 7.0 7.4 190.688 2 
Washington, D. 4 76,319 6,141,642 6.188.490 10 0.7 24 
Your town ) 1.263.657 1.444.451 {89 456 17 72.000 s : 
‘ 1 2 4 
rotal 1 on 175,861 1 178,601 vf 1 1¢ °0.634.451 7 
1 Atlanta Georgian and Sunday Americar ensed j Newsday launched Sept 1940 
publication Dex 17 ese Oklahoma News discontinued Fel 24 
2 Chicago Herald & Exam. dis ntinued Aug. 28. 1924 ‘ San Diego Sun suspended publication > 
Minneapolis Star and Journal merged Auge. 1. 1926 rf Spokane Press discontinued Mare} i 
a ‘ 
* 
Gottschaldt-Humphrey Patricia Wilson and James Springer, handle its advertising 4 Paget 
A ts T f d have joined Liller, Harris and Neal. count of the Morris P fav \\ 
ccoun Ss Tans erre The Brewers’ and Beer Distribu- Georgia will go to the "s the 
Liller, Harris and Neal, Atlanta, tors’ Committee of G seorgia has ap- 1 Ralph Meeks ha dts 
has taken over the Gottschaldt- pointed Liller, Harris and Neal to agency as account exe 3 
Humphrey division of the C. P. \ 


Clark Company and will handle this 
agency’s accounts. Fred Storey, 
manager of Gottschaldt-Humphrey, 
has been called to active duty with 
the U. 


S. Navy as a reserve officer 
and Guy Hamilton, copywriter, and 
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SUBSTITUTE duced. . . In the very midst of this) W. W.  WORTEN eee sentative in Cleveland. In 
coa Swit es demand, we have lowered the price yemphis, ‘Tenn., March 11.—|1928 he became a member of the 
pons with : Agee coud od am — A ©! W. W. Worten, for more than 30 New York sales staff and was sub- 
- sees that ‘the vac: aan Ua ae & ther years with the Press-Scimitar and 5°44“ ntly snifted - Phiadelphia 
usiness aper FaptF ne —— — = urther | old News-Scimitar, died after an ill- and finally wee leveland in 1934. 
; se | POUNCE. ness of nearly a year. He was 52. —" re Joining Electrical World. 
Gets In Sales Talk Mr. Worten was the oldest employe *" Kindig was associated with 
( to e ense in point of cont the Harrisburg Light & Power Company 
Snecifically : r to »-fense . of continuous service on the | ; ap lbiate. ated 
opy aes ae Pg remige on a 7” Soon Press-Scimitar and its predecessor. and other publie utility concerns 
conn > ry sets or rl 
(‘ontinued from Page 1) See en sis ee “Defense applications use alumi- - a ae dang Ph sn 
- ian 2 dee oa > Stacie the aime. toneans > News-Scimitar in 1914, anc 
ppear ng r" enrich than 70 trade ALUMINUM, ft - =e, | num ay —— re same snap Was secretary and director of the ANGUS MACKAY 
Wn é ‘ s reachi : vaxsianegs you do. sfense priorities on alu-|.. 7° "oO y * . = lay 1y i 
vant ter iar aia ak cl escent DEFENSE, 0 Semen. eats sere Retionr of ‘aa Ay than ; ea News-Scimitar Company until its ee Vernon, N. Y., March 11 
rty very > strv < — | Ss y Say me 4 >» some , . : ©us ackay. ; , oY F > 
wa . ? neustry an AND YOU eH : } 4: : M : . af consolidation with the Press. He ~hrtligeirs Mac kay, a member of the 
duc‘ion. In place of product we Tem Toa segregate ; fundamental things that aluminum was made advertising manager of | S#les staff of Fairchild Publications, 
oy, as originally mapped, these 9 Se Seats 8 sess i}does supremely well. It will do tas Sees. Siclenline tos 1984 In New York, died here last. week at 
“ ll be devoted, for a tem- = dpok wlan <= | them still better as important les- January 1940 under jo ¢ 1 : _ the age of 49. Mr. Mackay lived in 
rary but indefinite period, to | Dees me ween wee | SONS in production, fabrication, and ol ah : petal gre os aa Bronxville, N. Y 
stitu'.onal “talks” on the general sete Armicanons ow mnn ener amen | ADDlication are learned from every | pA Sekoetiens hn ore - a an 
. : » oe (ndamenre ne qugreansty ev ° | CSS | * “le ras aii 
heme of “Aluminum, Defense and : = » |additional pound being produced made = assi t nt lo ‘al oneal sing HA 
ou. eng 7 and used.” mae 8 SSclew oca advertising 
~ . , gavtee cf - - haan , ‘ manager of the Memphis Publishing RRY A. OLMSTED 
The ‘irst of the new series of ad- x ~: : | Copy in all of the advertisements Company, handlin both news. Dallas March = 10.—Harry \ 
. , ; . rt * a¢ 7 . - - ¢ se » , j , ‘PS ‘ » , ) @¢ ‘'y . 7? . S 0 we ‘ S- ; ” = : 7 ; 
ertisements, which will appear in Rec renpeIN scecce (One Sn the revised temporary papers Olmsted, 67, of Olmsted-Kirk Pape: 
pril issues, starts out by stating trade paper schedule will be the Company, Dallas, and a member of 
nat t regular messages are inter-| __ as same, with the exception of the the Dallas Advertising League. died 
nter “oO . that’s the 4 | i | fing aragri , . , ‘ary _—en . : : ae 
pied to report what's what With | Aluminum Company of America breaks |i"! Paragraph which will. vary to) BAXTER McF. EASTBURN March 7, following an extended 
juminum. Copy goes on then to! og iz ‘rigs eet some extent to more specifically fit illness 
" om ifs regular business paper copy to rr » field which the lividual t Atlanta, Ga., March 10.—Baxter ie 
say, In part: substitute a series on defense. This first ne Hea Which Me iNdiviaual PUub-= | McFarland Eastburn,. 55. prominent _- 
‘At the moment, delivery for| advertisement announces the change to |lication serves In general, how-| “% aden _ » OY, 
vilian use must make way for readers. lever, it will read os ce ha eae oe and | ISAAC N. HEMINGER 
el . = 5 oy i Re ere or ‘mer promotion manager of the . ek 
fense. Everybody knows the rea- | You, Sir, have been using alu- | '°! Findlay, O. Marc ), —- Isaac 
Defense re ‘es and is usi ve any forms. for many | 4tlanta Journal, died in Miami, Fla., | yey Oates ion rch 10. - Isaac 
son. Defense requires and is using | annual rolling capacity for 120 mil-|™inum in many forms, for many | colietiie eam atihed ab GA tent \ ewton Heminger, 73, publisher of 
ore aluminum per month than} lion pounds of high strength alloy ‘different purposes It is not eon tT asibuen mh we hoe ene yarns the Findlay Republican - Courier, 
veacetime America ever consumed. 'sheet coming along fast. Last | nor convenient to have to substi- wb Senthenre a lens’ Ati on - died here March 8. He had been 
Nevertheless, we intend that no} March we struck the first shovel in| tute other materials temporarily conan worth : et sen ——— a newspaper man for half a century 
ne shall have to forego the things|a cow pasture near Vancouver,| We want you to know that we in- ved ‘im 1080 although h " ain + ,_ | He was a founder of the Ohio Select 
jluminum can do best one minute | Wash. In September, a 30 milion. | tend to make this hardship as short sm a in -_— its ppt oli List of daily newspapers and served 
mger than we can help. There is| pound plant was delivering metal. | lived as possible. Your aluminum fic nr —_ as its first secretary 
0 shortage of bauxite, nor of any-|It has been doubled already. A|iS on the way. It is a promise.” : gc a native of Aberdeen 
thing else, except time. And Father | third 30 million-pound unit starts} Other phases of the original ian. sal stested ele advertisine 
Time is being given the race of |delivering in April; a fourth in| @dvertising program for 1941 are enneee on the tie of the Miemiane 
his life.” May; a fifth in June. affected by the temporary change, | hh os aici ld hciew sineneiliindl . 
| “Pr ‘OW ps , 5 ili according to Mr. Conner. However, |’ “9¢-fferatd, later spending 1 
. r rom cow pasture to 150 million | é & ‘ ‘ars as advertising and sales , 
Production Booming |pounds annual capacity in 15|he emphasizes that the company years as advertising and sales man- 
: : : » a a wl PP ”9 rn -¢ | ager for a large department store in 
rhe message proceeds to detail | months. To make that 150 million | “hopes” to use up every bit of Birmingham gino a to 
ust what the company is doing to| pounds of aluminum, we first have linage in every publication that it Atl inta and the Journal ? 
speed production, as follows: to build factories to make 120 mil- | originally contracted for during | “™™™™™ * : 
“We are moving, for example,|lion pounds of carbon electrodes. | 1941, regardless of the present cur- 
35,000 yards of earth a day at Alcoa,|We have to obtain the equipment | tailment T. P. KINDIG j 
Tenn., to get 50 acres under a single!to feed 162,500 kilowatts of elec-| . ‘ ’ ai : eokig : 
; “ys att Ss orting Campaigns Out ‘ vo ’ 
of by September. That’s an tricity into the reduction furnaces. a picccnane — Cleveland, March 11.—T. P. Kin- GLOSSY PRINTS 
This is a generating capacity equal rhe supporting campaigns to the | dig, a member of the advertising FLEXIBLE PRINTS 
‘to that of the state of Delaware, | Consumer for aluminum paint, Win-| and editorial departments of Elec- _ MATTE PRINTS 
Whee You Heed plus twice that of Mississippi. . . In |@0WS, milk bottle caps, and foil l0r | trical World for more than 20 years, | 
wt - wut addition to Vancouver, further in- packaging are being ye aer—er died here yesterday following an 
wy eT sNING Av stallations are being made at other | !°" the time — a affects operation. He was 50 years old. RAPID COPY SERVICE CO 
" P cc > Te 119 te Ls aga- > . . . 
‘of our plants, so that in less than |SChedules in eight general maga Mr. Kindig joined the McGraw- © 123 N. Wacker Drive . .. CHICAGO 
il. wear nip ‘ mameaotter «as ,| zines. - 1) : , . : i 
A / "Ted GRAWE a year their total capacity will be Rust the coxten of ela’ tell Gouee Hill publication in 1920 as comme: “T @ 415 Lexington Ave... NEW YORK 
more than double that of 1939, u - name by eee rd .’|cial editor in New York and six | e Ninth-Chester Bidg. .. CLEVELAND 
when 327 million pounds were pro- which are definitely institutiona ’ an years later was appointed editorial | ‘abla 
the so-called “executive group” |* 
publications will be continued with- 
i] out change. These include Business Y ? 
¥ S Week, Forbes, Manufacturer's Rec- 7" rs 
ord, Nation’s Business, United ( ANE "ey 
e States News, and Farm Journal and | if Guy eae | never gd 
, Farmer's Wife. | Ni @ 
ry. Also to be continued as originally | He- ‘ 
& ro planned is the modest educational 
series of messages aimed at reaching e d n S a I e 
college professors and students. | 
ae —_ AT FAMOUS This embraces a series of six in- 
sertions during the year in Atlantic, 
Harpers, Newsweek, and Time. 
> £2 gs Fuller & Smith & Ross is the 
4 44 agency. 
| 
| 
A. X. Pangborn Named | Srowth { 
‘Man { KGW, KEX _ pe 
ager o | 1930 to 1940 
Arden X. Pangborn, formerly | 
managing editor of the Oregonian, ‘ 
24 Portland, Ore., has been appointed More! Last 9 months of 40 
managing direc- " " 
tor of the Ore- ONE "BUY" COVERS THIS MARKET 
P gonian radio sta- 
; tions, KGW and 
5 KEX, Portland, ; 
43 succeeding W. SAN DIEGO DEFENSE development is 
Carey a headline news to the nation. 
resignec 7W 
is being expanded It's headline news to you men who know 
to 5,000 watts 359.000 000 h | : doll 7 
‘full time and <\ AIRC RAFT ow to put se es promotion 30 ars to wor 
| Dave Drummond, BACKLOG where they'll count most! Time NOW to 
oo oe of | swing more sales punch on San Diego 
San rancisco " ” 
. ’ ! 
and Ed Burtherus, . where one “buy” covers the market! 
lannouncer, XS Tectia ; 
KFPY, Spokane, a Call our representative today. Get the up- 
, Wash., have joined the staff. | to-date picture of San Diego, Southern 
° Robert C. Notson, city editor, has California’ d| ‘ Let 
Moy G/L ... OUTDOOR succeeded Mr. Pangborn as manag- | SOVOTNS S SOCONS TONQST MOMEC. 
ing editor of the Oregonian and 
Sp SPORTS AT THIS BEAUTIFUL HEALTH SPA Siu°0" Pours Se new cite LF you're in Seuthore Cobleonie, 
, YY. } ° . 
a | you should be in The San Dicgo 
@ Meet Spring “half-way”! Dust off the golf clubs and come to nion and Tri ne- ' 
= \ \ : nearby French Lick now. It's great to get out-of-doors and start Advances Closing Dates Fg OE — U bune-Sun! 
- . , , , 2 “ ” . _ -_ | - - _ a . SS 
; > your golf game early. You'll be in “top” form when the regular Effective with the July, 1941, | ond © ~~, . = 
at season starts. If you prefer, ride Kentucky thoroughbreds, do the sales date of C : Ge . 
some skeet or trap shooting ... or hike along beautiful woodland ree - _ es date oO ountry — 
trails. French Lick also offers therapeutic baths, scientific massage l ‘ man will become the last 
and famous Pluto Spring water to tone up your system. You'll Wednesday of the month preceding 
discover a new zest for living after a few days at French Lick month of issue. New closing dates 
Write or call for a reservation today. |for advertising copy, representing 
Served by the Monon and Baltimore & Ohio Railroads | an average interval of five days less | 
FRENCH LICK SPRINGS }on color and the same interval on | 
Hotel black and white, will be the 10th . 
he seco “ece . 
FRENCH LICK, IND. T.D.TAGGART, President |! the | sev nd faonth pr ceding epresented nationally by WEST-HOLLIDAY CO., Inc. 
Call Chicago Office: 221 N. Michigan Ave., Phone ANDover 2223 | NO}NN 0! issue for color and thc | New York»Chicago+Detroit «St. Louis «Seattle «Portland» San Francisco+Los Angeles 
New York Office: 11 W. 42nd Street, BRyant 9-6347 | 20th of the second month preceding 
month of issue for black and white. 
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Biggest Business . 
Not Most Efficient, 
Says TNEC Study 


(Continued from Page 1) 


in every cost array had costs lower 
than those of the largest company. 

“The Commission’s study also 
throws light on the question of 
whether large size on the average 
is more efficient than medium or 
small size. In a series of cost tests 
in which companies were grouped 
according to size, and the average 
cost for each group determined, the 
largest companies had the lowest 
average cost in only one test.” 

While the FTC carefully specifies 
that it “offers no definite opinion as 
to whether its findings conclusively 
disprove the claim frequently made 
that large sized American business 
is more efficient than medium sized 
or small sized,” it assembled ma- 
terial bearing upon three funda- 
mental disabilities of size. 


Existing large size in American 
business was not generally created 
for the purpose of increasing busi- 
ness efficiency, according to experts 
which it quotes, but rather for such 
other purposes as affording financial 
opportunities to investment bank-| 
ers, speculative profits for inside 
groups, the throttling of competi- 
tion, etc. 


No Monopoly on Efficiency 


The study further shows, accord- 
ing to Dr. Anderson, “that mass 
production can be carried on effi- 
ciently in small corporations and 
that large size may be a handicap to 
‘real efficiency in mass production.” 

A third severe handicap is listed 
as multiple directorships, which, the 
Commission says, prevents directors | 
of even the largest corporations from | 
devoting all of their time to any 
single enterprise. 

' From this report the important | 
inference can be drawn, says Dr. | 
Anderson, that if 20 directors of a) 
\large corporation are confronted 
|with a baffling situation in trying 
to operate the business efficiently, 
\*a code committee of 20 members, 
either representing the industry or, 


representing the state, could not di- independent operators who must 
rect more efficiently the whole in- buy at a rigid tank wagon price 
dustry. ...A free enterprise system |and sell in a competitive retail mar- 
which keeps the problems of effi- | ket on a gallonage basis. Very defi- 
cient management within the bounds |nite controls are maintained over 
of accomplishment is more efficient; iese operators, so that the effect is 
than a totalitarian system which! he same as before the adoption of 
places upon a few public officials ihe plan, but social security taxes 
the impossible task of trying to/are shifted and the effect of retail 
manage efficiently all business.” price wars does not bring about re- 


duction in tank wagon prices.” 
TNEC STUDY INVEIGHS The author of the monograph 
AGAINST OIL MONOPOLIES 


points out that in many respects the 

Washington, D. C., March 13.— characteristics of the petroleum in- 
The petroleum industry is controlled |dustry resemble those of a public 
by 20 major oil companies, “all of | utility, and because of the public in- 
them being fully integrated and act- \terest involved in the problems of 
ing as a group monopoly on iden- 'the consumer and national defense, 


tical policies,” Roy C. Cook, of the |it is conceivable that the continu- | 


Department of Justice, charges in |ance of present monopoly practices 

Monograph No. 39, just released by |and conditions may lead to regula- 

the Temporary National Economic |tion of the industry by the state 

Committee and federal government on public 
They have 60 per cent of the in- | utility principles. 

vested capital, but control a much 


4ieher share of the operations and bd 

facilities of the industry, according Wilbur Ruthrauff 
to Mr. Cook, with “their strongest ' 
control in pipe lines and tankers.” 


“The majors have 


‘lowa plan’ in Bin nga Agency Founder, 


WOULD YOU BUY HALF A SHOE-SHINE, MISTER? In 


Who would want just one shoe shined? No, thanks; not even at 
half the price. Who, then, wants to buy half a coverage job, half a 


merchandising job, and less than ha/f the audience when the whole 


“package” is so easily available? 


Today, in St. Louis, the most economical buy, the best buy, is 
KMOX’s 50,000 watts and full coverage. If you'd like the trade's be 
cooperation, only KMOX can deliver it 100°°. And if you want 
showmanly program production, of network standard, and with it 


the unquestioned bulk of both urban and rural audience... you 


want KMOX. Why take less? 


whereby the stations are leased to e 
Dies; 53 Years Old 
( 


Continued from Page 1) 

During the mail order years Mr. 
Ruthrauff developed ideas = an 
slogans that became an integral part 
of Americana. 
for the famous, “They laughed at 
me when I sat down to play” series, 
sponsored by the U. S. School of 
Music. Equally celebrated was the 


Book. of Etiquette theme, “What’s 
Wrong with This Picture?” and 
when R. & R. handled the Roth 


Memory Course account Mr. Ruth- 
rauff played an important part in 
promoting the “I Remember You— 
Addison Sims of Seattle” campaign. 
These three themes and many 
others that bring up nostalgic mem- 
ories, were advertising standbys for 
many years. 

Mr. Ruthrauff attributed the phe- 
nomenal success of these copy ap- 
peals to the fact that they drama- 
tized the prospect's self-interest. He 
held this to be a fundamental at- 
tribute for productive copy. 


Gets Lever Accounts 


In 1924 R. & R. made its first im- 
portant jump from mail order spe- 
cialization when it landed the Rinso 
account. Shortly thereafter the 
agency, under Mr. Ruthrauff's crea- 
tive guidance, inaugurated a new 
copy era by widespread use of the 
comic strip and the continuity tech- 
nique. The success of this tech- 
nique resulted in the addition of 
Lifebuoy and subsequently other 
Lever Bros. products. 

Sensitive to advertising trends, 
R. & R. was one of the first agencies 
to set up a radio department. This 
occurred in 1927 and the agency 
scored quickly with a smash hit— 
the True Story hour over the Co- 
lumbia Broadcasting System. 


Advocate of Testing 


recent years Mr. Ruthrauff 
was often mildly amused over the 
furor that accompanied discussions 
of various methods of testing copy, 
chiefly the check-list. To him this 
was an old story, since pretesting 
techniques were chiefly responsible 
for the success of R. & R.’s mail 
order accounts, he believed. Dur- 
ing his career the agency's testing 
systems were applied to between 
50 and 60 millions of dollars worth 
of advertising space 
Mr. Ruthrauff’s remains were to 
shipped from South Carolina, 
with burial to take place in Rum- 
son, N. J., Saturday 


Names Eiteljorg & Beane 
Page Engineering Company, Chi- 
cago, has placed its account with 
Eiteljorg & Beane Advertising 
Agency, Indianapolis. The agency 


recently moved to new quarters on 
the second floor of the Merchants 
THE VOICE OF ST. LOUIS - 50,000 WATTS 38th Street Bank bldg. 


Owned and operated by The Columbia Broadcasting System. 


Represented by Radio Sales, with offices in New York 


Chicago - Detroit - Charlotte - San Francisco - Los Angeles (() 


Gets Eagle Electric 

The Eagle Electric Mfg. Com- 
pany, Brooklyn, has appointed Met- 
ropolitan Advertising Company, 
New York. Maxwell J. Wihnyk is 
account executive 


He was responsible | 


—— es 


Test Appeal of 


Localized Copy 
for Pocket Books 


New York, March 13.—Pe)gqj, 
the results of a test campaig; " 
running in Columbus, O., Pocke 
Books, Inc., is planning to exten, 
localized advertising for its 25-ce,, 
editions of best sellers to other }; 
cities throughout the country with 
the near future. 

Thousand-line insertions 
uled to appear four times within 
month in the Columbus Dis)ate; 
feature photographs of the city 
landmarks and well Known st; 
corners. Headlines and copy ak 
refer to streets and suburbs farjlia 
to the city’s residents. The ‘locs 
mentions” will be replaced }, 
appropriate photographs and coy. 
when promotion is extended ; 


other cities. Copy includes i 
/minder coupon” listing a number ; 
| titles. 

Considered a_ book publishing 
innovation, offering at a popula 
| price unabridged editions of famoy 
|books in great public demand. 
|“nothing cut but the price’ —th, 
| venture was launched in 1939 an 
sales have reached a yearly volun) 
of 5,000,000. Copy has appeared j ; 
|several magazines and in news. 
|}papers in cooperation with loca 
dealers. 
| In addition to 
i\through the book 
Books are sold 
subway 


distributio 
trade, Pocke: 
at cigar counters 
newsstands and drug an 


five-and-ten-cent stores. Schwab 4 
Beatty directs the account. One 
—— > 4 Bi 
. ) pany 
Grisweld-Eshleman B marl 


Adds Four to Statf B ve 


Griswold-Eshleman Compa! 
Cleveland, has added four one 
members to the staff. Straud Gale; 
formerly with Time, has been made 
manager of the media department 
succeeding Major W. A. Weave: 
who was called to active army serv- 
ice. 

Kenyon Stevenson, formerly wit! 
G. M. Basford Company, Cleveland a: 
and before that advertising manag 
of Armstrong Cork Company, ha: 
become an account executive. Nev 
assistant account executives are C 
F. Henthorne, formerly advertising 
manager of the Standard Oil Com- 
pany of Nebraska, and Lee Merkel 
formerly with Gilman _ Printing 
Company, Cleveland. 


American Dairy Backs 
Cheese Campaign 

An eight-week cheese campaign 
has been launched in 12 markets b) 
the American Dairy Association 
Chicago, using newspapers, radi 
and point-of-sale displays. 

Evaporated milk and butter als 
are being pushed during the driv 
with point-of-sale displays and pre- 
mium offers. 


WIBA to Expand 


WIBA, Madison, Wis., has '& 
ceived from the FCC its official con- 
struction permit for erection 0! 
new transmitter plant and an ! 
crease in night-time power [ron 
1,000 to 5,000 watts. 
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When you use the 


MIDWEST. 
FARM PAPERS: 


... you get almost TWICE the farm EG 


. Jatjona 1 
coverage of the averagé ery al 
. idwest, an 
farm paper in the Midwe ee price 


most TWICE the subscripuo® te 
© Her messed 


@ Prairie Farmer 
@ Wallaces’ Farmer & lows "' 

@ Wisconsin Agriculturist & 

@ The Farmer, St. P* 
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JANTZEN BEAUTY GETS A GIFT OF A NEW GIRDLE 


NEW DEPARTURE 


‘ dantzen 
4 Pre vos @P NATEM SA BEAT) 
i} 


In December, 1939, Advertising Age re- 
produced the Jantzen girl shown above, 
reporting that the Petty figure had just 
doffed her swim suit in preparation for 
“an expanded career as exponent of her ' : 
sponsor's latest offering.” The latest 7? >. 27 ea 
offering was the Jantzen foundation line, this is it. the 1941 lithe-line. slim from the 
and perhaps the caption should have ribs smooth from the waist. sweet from 
spoken of a contracted career instead of the back ond stroight trom the hips. You 
an expanded one. At any rate the gal _ 9A lt perfectly in @ Jentien Foundation . in 
emerges, none the worse for wear, in the _ eating saw flores made with “Lesten” yern... 
March | New Yorker wearing the very : "samt < yp Syrammteaeg hovers: se ae 

meager costume shown at the right. = a : sales ie: oo soehd Bil bee 
Jantzen girdies...Panty girdles... All-in-ones... 2.50 to 12.50 
leading retail stores everywhere write for Spring style folder. 


a 


| This corrugated display, designed for 
an six cases of Sunspun salad dressing, Red 
ae & White mayonnaise, canned fruits and 


One of two displays produced by Snyder 
) & Black, New York, which Crane Com- 
> pany is releasing to plumbers this month, 


vegetables, is to be used during the 
salad season by Red & White stores. It 
was designed by H.T. Webb, advertising 
manager of Modern Marketing Service, 


THIRD MODEL 


4 marking a new departure in plumbing 


wear merchandising. Both are lifesize. Inc., Chicago. 


TURKEY WITH ALL THE TRIMMINGS 


Nev 

eC 

SINE a " . KROGERS THE BrO THREE Im FLECTRE SHRvERS 

om- ee: + & PONT 

rkel, & —— Se: BNE RIBBOE 

iting oe | - haan ES 
REMINGTON RARD FLACTRA’ SHAVERS _ 4 

vaign Introducing a third electric razor model 

ts bi for use in homes where alternating current 

tion only is available, General Shaver Di- 

radi vision of Remington Rand will launch 
@ new magazine campaign late this 

alsi month to be supplemented by news- 

drive paper copy in key cities in cooperation 

ore with local dealers. Opening magazine 

F insertion, shown here, will appear in the In this interesting display, produced for U. S. Rubber Company by Forbes Litho- 


Color photograph by Fidelis Harrer for Kroger Grocery & Baking Company, March 22 issue of The Saturday Even- graph Company, the large fence piece is lithographed in full color and die-cut, 

which is one of several hundred now being displayed by the Society of Pho- ing Post. Half pages will follow in while the boy is a separate piece, and can be put in any one of three positions 
tographic Illustrators at Art Center, Chicago. Collier's, Life and Time. Batten, Barton, on the fence by collapsing the shoe shelves on the portion he doesn't use. The 

re- Durstine & Osborn is the agency. six small accompanying cards featuring Keds can be used in a variety of ways. 


THE START SEEMS TO BE THE BIG THING 


! Quick- Starting” 
' Sensation 


17 PITTSBURGH AD CLUB PRESIDENTS ON HAND AT SPECIAL MEETING 


i bie 53h i der . 


he two posters, produced by Continental Lithograph Corporation, indicate 
.. 980line marketers are still placing plenty of stress on quick starting. The 
.” 8, for Canfield Oil Company, Cleveland, through Sylvester & Seltzer, 
"wi the quick start actually starting, while the lower one, for Gulf Oil Corpora- 
ton, Pittsburgh, shows that exciting moment just before the quick start. 


Seventeen past presidents of the Pittsburgh Advertising Club, serving from 1908 to 1940, were present at the past presi- 

dents day meeting of the club March 4. In the top row, left to right, are: W. C. Arther, Edgar D. Mason, K. E. Kellen- 

berger, Fred W. Pennington (present incumbent), H. S. Metcalfe, Joseph Schewe, W. H. McBride, C. C. Conner, and 

Robert E. Grove. In the bottom row are: W. L. Schaeffer, J. E. Wright, Edward M. Power, Jr., J. C. McQuiston, Charles 
B. Nash, Joseph E. Stevenson, Andrew Connolly, and Louis J. Heckler. 
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